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An advertising publication said 
that Hill Blackett is now at sea, a 
statement which gives Hill an op- 
portunity for an obvious retort. 


ae, 


The all-star football players wal- 
lope: ad the Washington Redskins 
by the resounding score of 27 to 7. 
Looks as if some of the college boys 
may have been promoting pro con- 
tracts. 

v,vy 


“The only value of Forhan’s 
toothpaste,” remarks the Federal 
Trade Commission, “is as a not un- 
pleasant adjunct of the toothbrush 
in cleaning teeth.” 

Well, ain’t that something? 


a ae 


The phraseology of the FTC com- 
plaint against Forhan’s suggests the 
possibilities that the boys may have 
been scanning some recent issues of 
Reader’s Digest. 


a 


Following the lead of Old Gold, 
Penn Tobacco Company is advertis- 
ing the low nicotine content of 
Winner cigarets, and don’t be sur- 
prised if some brewer steps for- 
ward to speak a few words in praise 
of near beer. 
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“What handful of Bostonians 
could save Bunker Hill today?” asks 
Time, and if you believe the base- 
ball fans, it wouldn’t be either the 
Red Sox or the Braves. 
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“Tobacco,” says an ad of the East- 
ern Cooperative League, “is a rela- 
tively mild form of dope that gives 

pleasure to some and annoyance to 
others.’ 

This is the new school of sales- 
manship-in-print. 


ee ee 


“Co-op cigarets,” the ad says, “will 
not improve your mind, give you 
the biceps of a bison, the throat of 
a songbird or the pearly teeth of a 
photographer’s model.” 

Just what do you expect for 
fifteen cents? 

i i 


Gordon Rieley says that some 
current postwar advertising is lead- 
ing Mr. and Mrs. America to expect 
merchandise “that not even Super- 
man could produce.” 

He just doesn’t know Superman. 


ae v 
Magazine linage for August 
gained 46.6% over last year, Pub- 


ishers’ Information Bureau reports. 
Vith Ted Williams and Joe DiMag- 
gi0 out of the picture, this is the 
ountry’s leading batting average. 
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mos ’n’ Andy, who will be back 
on ‘he air in October with a half- 
ne weekly broadcast for Rinso, 
y be pleased to learn that there 
are a lot of people who still re- 
iber them. 
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.eut. Col. Cass Hough, the for- 
adman who power-dived a 
e at a speed faster than sound, 
es around almost as rapidly as 
e agency executives you know. 
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red Gamble’s latest assignment 
to raise $150,000 for the Camp 
* Girls, which ought to be easy 
he approved marshmallow roast- 
technique is followed. 


Copy Cus. 


Industry Urged 
fo Subsidize Study 
of Distribution 


More Important Than 
Product Research, 
NAM Group Told 


Seattle, Wash., Aug. 24. — Even 
more than it has subsidized labora- 
tory research on the discovery and 
perfection of new products, indus- 
try should now subsidize distribu- 
tion research continuously and gen- 
erously to find out what products 
the public wants and needs to main- 
tain and create new employment in 
the postwar world. 

This revolutionary idea was force- 
fully presented here Friday to 
Washington state members of the 
National Association of Manufac- 
turers by Wilfred Sykes, NAM na- 
tional vice-president, chairman of 
its postwar committee and president 
of Inland Steel Company, Chicago. 

Stating that this idea is one pro- 
mulgated by the distribution sub- 
committee of the NAM, set up this 
year, of which Howard E. Blood, 
general manager of the Norge divi- 
sion of Borg-Warner Corporation, is 
chairman, Mr. Sykes said its im- 
portance cannot be exaggerated. 

“In my judgment, a continuous 
system of questioning a widespread 
consumer panel will do more to sta- 
bilize business (and consequently 
employment) than any other single 
thing that may be done either by 
private enterprise or the govern- 
ment,” he declared. 


Makers Need Information 


“Heretofore, distribution research 
has been used and its technique de- 
veloped mainly by those who had 
to get rid of the goods. Now it is 
to be used as a guide by those who 
make them. We need not get into 
the distribution business, but we 
manufacturers must no longer d@ 
cide what we are going to sell the 
consumer; instead, we should find 
out what he wants to buy. We 
should also continuously check our 
methods and channels of distribu- 
tion. Then we would be able to 
make what is wanted, in the quan- 
tities wanted, at the right price; and 
so, we would be able to clear the 
goods all out and keep on going. 

“That’s how jobs are made and 
kept. 

“Another contribution of equal 
value from our distribution sub- 
committee is simple and likewise 
too much ignored. It is that the 
lower we can put the price by using 
less materials and manpower in each 
unit of goods, the more units we can 
sell. Our total profits on the volume | 
sold will offset the price reduction | 
on the units. 


Starts Pleasant Cycle 


“Now, watch what that means in 
employment as well as in profit. 
When the price is lowered, more 


(Continued on Page 40) 


Thinking Ahead? 


Postwar Planning, on 

Page 36, can help you. 
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THE HELPING HAND 


Pacific Huts Pledges Its Aid 
ToHelpRecruit at Least 500 


WORKERS 


Servel Announces 
Postwar Air 
Conditioning Unit 


== Summer Cooling, 
= Winter Heating, Put 
in One Package 


BOEING! 
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New York, Aug. 26.—A new all- 
year gas air conditioning unit for 
homes and small commercial estab- 
lishments will be manufactured 
and distributed by Servel, Inc., im- 
mediately after the war ends, it was 
announced here yesterday at a 
luncheon for the press at the Wal- 
dorf-Astoria. 

Louis Ruthenburg, president of 
Servel, declared that in anticipa- 
tion of peacetime manufacture of 
gas refrigerators and a tremendous 
postwar expansion of the market 
for air conditioning, the company 
has developed a new gas-operated 
unit which combines in one package 
all the functions of complete air 
conditioning, including winter heat- 
ing and summer cooling, in one 
simple unit. 

Although public introduction of 
the new air conditioning unit can- 
not be made until after the war, as 
the company is now entirely con- 
verted to war production, distribu- 
tion, advertising and sales promo- 
tion plans are now being discussed 
with utility outlets so that adequate 
personnel can be trained to sell, in- 
stall and promote the product. 

George S. Jones Jr., vice-presi- 
dent in charge of sales for the com- 
pany, who presided at yesterday’s 
meeting, is in charge of Servel’s 
postwar program to enlist the co- 
operation of gas companies in for- 
mulating marketing plans for the 
distribution of gas air conditioning 
and other gas appliances. Meetings 
for this purpose, Mr. Jones said, 
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OMGNsTORS OF THE SAOINIE HUT. FOR raHT tes Ovensess 


Phone Lande: 4200 


“Help wanted" advertising reached a 
new high when Pacific Huts, Seattle, ran 
this 2-color, 20-inch, 5-column advertise- 
ment, “taking the space regularly de- 
voted to attracting the right type of 
workers for Pacific Huts and devoting it 
to the Boeing emergency,” in an effort 
to help Boeing recruit 9,000 additional 
workers. 


‘Brownout’ Drive 


Due for Official 
Start in 10 Days 


By STANLEY E. COHEN 


Washington, D. C., Aug. 26.—The 
ambitious seven-point WPB indus- 
try conservation program calling 
for sharp curtailment of electric 
display signs, and frugality in the 
use of other major utilities (AA 
Aug. 23) is scheduled to get its first 
official public airing within the 
next 10 days when WPB chief 
Donald M. Nelson notifies trade 
associations and business papers of 
details of the campaign. 

According to the timetable pre- 


(Continued on Page 40) 


Last Minute News Flashes 


Spalding Puts Babe Ruth on Network 

New York, Aug. 27.—A. G. Spalding & Bros., 
assumed sponsorship of the “Babe Ruth in Person” show, on the full NBC 
basic network of 28 stations. It is the first time the company has taken 
a full network program and also initiates Babe Ruth as a “professional” 
| radio artist. Heard as an NBC sustainer since July, the program is an 
audience participation quiz show for children from 7 to 17. The program 
is heard from 10:30 to 10:45 a. m., EWT, Saturdays. 
pany, New York, is the agency. 


Chicopee, Mass., has 


Set Up Promotion for New Pipe Tobacco 

New York, Aug. 27.—Rum and Maple Tobacco Corporation, which last 
year introduced its Three Squires pipe tobacco through newspapers and | 
spot radio, has stepped up its advertising campaign to include half-page 
two-color insertions in Collier's and Life. Advertisements offer free 
samples of the tobacco, a factor which was deemed responsible for suc- 
cessful promotion of the company’s first brand, Rum and Maple. Ray- 
mond Spector Company, New York, handles the account. 


Emerson Radio Breaks in Magazines 

New York, Aug. 27.—Emerson Radio & Phonograph Corporation, which 
recently announced it would launch a national advertising campaign and 
appointed William H. Weintraub & Co., New York, its agency, has placed 
full-page full-color copy in The Saturday Evening Post Sept. 4, Newsweek 
| Sept. 6, Life Sept. 20, New York Times Sunday Magazine Sept. 5, and 
| Fortune, October issue. Other publications will be added as the program 
develops. The national copy is being supplemented with radio, trade 
journal copy and direct mail. 


Oneida Starts Fall Magazine Campaign 

New York, Aug. 27.—Oneida, Ltd., Oneida, N. Y., has completed plans 
for a new fall advertising campaign keyed to the theme “Back For Keeps,” 
and directed to the young brides of the postwar world. Full-color pages 
in Life, supplemented by page advertisements in Mademoiselle, Glamour 
and Photoplay, will be used. BBDO is the agency. 


Ferry-Hanly Com- 


‘Food Fights for Freedom’ 
Drive Off to Big Start 


Meetings Introduce 
Highly Coordinated 
Over-all Campaign 


Chicago, Aug. 25.—The most 
highly organized and closely inte- 
grated government war-effort cam- 
paign yet produced was unveiled 
here yesterday to more than 600 
Chicago adver- 
tising men and 
leaders of the 
food and allied 
industries when 
the “Food Fights 
for Freedom’’ 
drive, the over- 
all background 
campaign to 
make the nation 
aware that food 
is a vital weapon 
of war, was ex- 
plained ata 
meeting spon- 
sored by the War 
Food Administration, Office of Price 
Administration, Office of War In- 
formation and the War Advertising 
Council. 

The meeting held here yesterday 
will be duplicated in New York 
tomorrow, and in San Francisco 
Aug. 30. No similar series of meet- 
ings has ever been held to kick off 
a government campaign, except for 
those held in New York and Chi- 
cago, in connection with the intro- 
duction of rationing. 

The “Food Fights for Freedom” 
program calls for complete mobili- 
zation of the production and distri- 
bution facilities of the food field in 
a campaign that will get under way 
immediately, reach a crescendo in 
November, and continue on indefi- 
nitely. The idea of the campaign 
is to provide an educational and 


Vernon Beatty 


FIGHTS 
Mei “ts 


baie Ss alle Pane 2. 


Official campaign symbol. 


caine backdrop which will 
make more effective such more spe- 
| cific wartime programs as nutrition, 
conservation, Victory gardens, ra- 
tioning, and farm ecodnetion goals. 


Much Material Available 


An exceptional amount of pro- 
motion material has been prepared 
for the campaign by the War Ad- 
vertising Council, in cooperation 
with OWI and WFA. It is designed 
to inform the public about wartime 
food facts and to give advice on the 
best possible use of food. 

Available for immediate use by 
advertisers in the food and allied 
fields are an official campaign sym- 


bol; a food allocation chart, show- 
ing the proportions of available 
food supplies going to the armed 
forces, allies, outlying territories 
and the civilian population; sample 
“drop-in” advertising units, for use 
in newspapers, magazines, direct 


mail and display; large space spe- 
cially - prepared institutional ads, 
four of which have already been 
distributed to newspapers through- 
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2 
out the country for local sponsor- 
ship; local and network radio pro- 
gram tie-ins; store posters and 
displays; outdoor posters; and sug- 
gestions for ietters, postcards, broad- 
sides, booklets, house organ sup- 
port. A kitchen pin-up chart has 
also been prepared for distribution 
direct to the consumer through the 
food trade. The chart dramatizes 
the Food Fights for Freedom story 
by furnishing the housewife with a 
“scorecard” for measuring coopera- 
tion with the campaign’s objectives. 

The consumer phases of the cam- 
paign, showing how food adver- 
tisers and others can support the 
program, are described in detail in 
a campaign book which probably 
sets a new high for war effort pro- 
grams for its legibility, complete- 
ness and practical value. Copies of 
the book are available from the 
War Food Administration, Wash- 
ington, D. C., or the War Adver- 
tising Council, 60 E. 42nd St., New 
York, or 1010 Vermont Ave., N. W., 
Washington. The consumer booklet 
was contributed to the war effort 
by Swift & Co., whose advertising 
manager, Vernon D. Beatty, is now 
serving as advertising director of 
WFA, on a four-month leave of 
absence from Swift. The company 
refused the usual credit line for 
contributing the book, however, 
and its name does not appear any- 
where on it. 

Unique among war effort cam- 
paigns is a companion volume, also 
headed “A Call to Action!”, de- 


signed specifically to provide sug- 
gestions for independent retailers, 
super markets, chains and whole- 
salers, restaurants and institutions, 
which may desire to tie up with the 
campaign. This booklet, which is 
also available from the sources 
mentioned above, was contributed 
by Morton Salt Company. National 
Biscuit Company is another con- 
tributor to the campaign, supplying 
500,000 store posters for use 
throughout the country. 


Much Talent at Meeting 


The meeting here, which at- 
tracted an overflow audience of 
more than 600 advertising and food 
executives, was conducted by 
Charles G. Mortimer Jr., vice-presi- 
dent, General Foods Sales Com- 
pany, who is the Council coordi- 
nator on food campaigns, and was 
addressed by Palmer Hoyt, domes- 
tic director of OWI; Morse Salis- 
bury, deputy director of WFA, sub- 
stituting for Marvin Jones, who was 
unable to be present at the last 
moment; Chester Bowles, OPA gen- 
eral manager, and Vernon Beatty, 
under whose general direction the 
entire program was developed. The 
same cast was scheduled to address 
the meetings in New York and San 
Francisco. 

In addition to Mr. Beatty, those 
connected with the development of 
the campaign include Al Whitman 
and Maurice Hanson, OWI food 
campaign managers; War Advertis- 
ing Council task forces included Mr. 


Mortimer, Mrs. E. B. Myers, Gen- 
eral Foods, campaign manager, 
Evelyn Blewett, Council staff man- 
ager; and five volunteer advertis- 
ing agencies—Lennen & Mitchell, 
Benton & Bowles, Paris & Peart, 
Sherman K. Ellis & Co., and Gard- 
ner Advertising Company. 

In addition to the three regional 
meetings, through the cooperation 
of the Advertising Federation of 
America, a series of meetings will 


be sponsored by local advertising |‘ 


clubs in leading cities. Volunteer 
speakers who will discuss the sig- 
nificance of the campaign include 
Ben Wood, Tea Bureau; Russell 
Varney, Standard Brands; James E. 
Weber, Armour & Co.; Gene Flack, 
Loose - Wiles Biscuit Company; 
W. R. Kinnaird, American Meat 
Institute; Andrew Duncan, Cereal 
Institute; and Howard Chase, Gen- 
eral Mills. 


Urge Special Ads 


Emphasizing that the advertise- 
ments which have been prepared 
are available for use, Mr. Beatty 
told the gathering that there is no 
objection to the use of other mes- 
sages by those who prefer to pre- 
pare their own. In fact, this is 
strongly encouraged, he said, add- 
ing that on occasion the War Ad- 
vertising Council has even helped 
to prepare special copy for indi- 
vidual use. 

The first three advertisements, in 
mat form, reached newspapers Aug. 
12, and as of yesterday, 477 adver- 
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FACTS .....-. 


@ Indianapolis, one of America’s finest 
transportation centers... 16 railroad 
lines, 5 airports, 120 truck lines en- 
ables one to reach over night 75,000,- 
000 people. 


@ Indianapolis populetion 406,515 in 
May, 1942 (Chamber of Commerce). 

@ Indianapolis industricl payrolls up 
52%, February, 1943, over February, 
1942, and five times greater than in 
1939. 


@ Employment up 26°, February, 1943, 
over February, 1942, and two and one- 
half times the number of workers em- 


ployed in 1939. 
@ Effective buying income, $686,537,000. 
@ Indianapolis per family income, $4,156. 


@ Farm incomes in the Indionepolis Re- 
dius up 51°. 


@ Industria! payrolls, in the Indionopolis 
Rodius, up 38°. 


@ The News clone does the job. 


New York 

DAN A CARROLL 1/10 £ 42nd St 
Chicago 
J. E LUTZ Tribune Tower 


S in the entire Mid-West only one other city leads Indianapolis in Effective 


Buying income, and it leads by only $27.00 on the year! Per capita buying 


income increase in Indianapolis 1942 over 1941 wos 2745 


vost Mid-West only one other 


in effective, per copita buying income 


THE NEWS 


In all the 
county leads Marion County (Indianapolis) 
Cover this rich, eager market IN 
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TEST COPY 
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Launching a test for Vivasoy, heralded 

as “the new food sensation,” this full- 

page copy appeared in newspapers of 
the central Minnesota area. 


tisements had already run, Mr. 
Beatty said. Four more ads are 
now ready for distribution. 

The trade phase of the campaign 
is being directed by Sidney John- 
son of National Biscuit Company, 
now working full time for WFA, 
Mr. Beatty revealed, with Paris & 
Peart acting as the task force 
agency on this phase of the drive. 
Advertisers will bear the cost of 
making the necessary plates, with 
General Foods underwriting the 
cost of the first month’s effort. 


Grade Labels Cut 
from Provisions 
of Hosiery Order 


Washington, D. C., Aug. 25.—The 
famous OPA women’s rayon hosiery 
price regulation that provided so 
much excitement during the Boren 
committee hearings last spring was 
amended today to drop its compul- 
sory grade labeling provisions in 
line with the Taft amendment to 
the Price Control Act of 1942. 

In revising the hosiery order to 
make it conform with the Con- 
gressional ban on grade labeling, 
OPA retained virtually intact the 
schedule of standards which forms 
the basis of hosiery price control. 
This schedule, OPA _ explained, 
comes within the amended Price 
Control Act, since it was prepared 
by WPB for its own use, and has 
been adopted by OPA. 

The Taft amendment permits 
OPA to fix prices on standards 
commonly used in industry, or 
standards previously prepared by 
other government agencies. 


Change Numbering System 


Other than omission of compul- 
sory grade labelieng, OPA changed 
only the section numbering system 
in the order and eliminated a few 
obsolete provisions of a temporary 
nature. Descriptive labels will con- 
tinue to appear on each pair of 
hose, revealing the ceiling price, 
gauge or needle count with other 
markings. 

OPA went to some lengths to 
point out that no feature of the 
revised order, RMPR 339, forbids 
sellers from marking their product 


“grade A” or “grade B” when they 
conform to the pricing schedules. 
“Some _ sellers,” the agency ex- 
plained, may wish to let their cus- 
tomers know by means of marking 
when their hosiery meets the mini- 
mum specifications as set up by the 
War Production Board. 


Carter Joins B-S-H 


. 


Advertising Age, August 30. 1943 


Vivasoy, Newes: 
Soy Bean Product, 


Launches Tests 


Minneapolis, Aug. 26.—Comman. 
der Larabee Milling Company +);. 
week launched the first of a seria, 
of test promotions for a ne soy. 
bean food—Vivasoy—in newspaper, 
in the central Minnesota area, offey. 
ing a regular two-pound package oy 
the product free with newspape, 
coupons redeemable at all grocers 

An interesting feature of the jpj- 
tial advertising is that space is leg; 
in the advertisement for insertio, 
of a local consumer testimonia |. Spo} 
radio is also being used. 

The principal consumer appeal of 
Vivasoy which is stressed in the 
advertising is its high nutritiona) 
value, plus the new flavor which it 
will add to foods in which it is useg. 
Through a special process the fatty 
oils of the soybean are removed 
from Vivasoy, overcoming the ob. 
jection on the part of housewives to 
full-fat soybean products, the com- 
pany says. 

Harold C. Walker Advertising 
Agency, Minneapolis, is handling 
the test campaign. 


‘Non-Commercial’ 
Dairy Literature 
Gains in Favor 


Chicago, Aug. 26 .—Health and 
nutrition education materials avail- 
able through the National Dairy 
Council will be augmented by 38 
new booklets, leaflets, posters and 
charts for the 1943-44 season, with 
the expectation that the new ma- 
terial will bring demands for the 
council’s literature to new heights. 

The widespread use of the coun- 
cil’s literature (“A Guide to Good 
Eating” has hit more than 2,000,- 
000 circulation in two years) is at- 
tributed to the meticulous care used 
in preparing the material, and in 
the “non-commercial” manner in 
which they are distributed. 

“One important reason for the 
national recognition given to Dairy 
Council materials is the fact that 
they are considered ‘non-commer- 
cial,” the council says. ‘“Educa- 
tional materials are distributed only 
through educational, professiona! 
and consumer group leaders. This 
policy resulted in the wholehearted 
support of these important opinion- 
forming groups throughout the na- 
tion and greatly enhances the value 
of National Dairy Council materials 

“For this reason educational ma- 
terials are not available to mem- 
bers of the industry for distribu- 
tion and use. In areas where there 
is a local affiliated dairy council 
unit they are distributed through 
the local unit. In other areas 
they may be purchased by the in- 
dustry and distributed directly by 
the National Dairy Council to edu- 
cational, professional and consumer 
groups.” 


Rome Joins Haire 

John P. Rome has joined Haire 
Publishing Company, New York, to 
again become managing editor of 
Decorative Furnisher, recently ac- 
quired by Haire. Mr. Rome was 
‘or many years editor of the paper 
when it was published by T. A. 
Sawthra Company. 


Put @ war message into every ad and © VER’ 


PIECE OF PRINTED MATTER! 


as Senior Executive 


Bertram H. 
Carter, formerly 
with The Satur- 
day Evening Post, 
has been ap- 
pointed a senior 
executive with 
Blackett - Sam- 
ple - Hummert, 
New York, mark- 
ing the second 
major appoint- 
ment within the 
|}agency since the 
|announced with- 
drawal of E. F. 
| Hummert at the 8. H. Carter 
| termination of his contract in De- 
|cember (AA, Aug. 16). 

Mr. Carter, who operated his own 


| also 
| Mitchell, New York, and more re- 
| cently was publisher and editor of 
his own newspaper in upper New 


— | York State. 


advertising agency for a time, was| 
associated with Lennen &| 
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TpELoW-FORM USED IN POST-WAR PLANNING SURVEY 


oy ys arta RONEN TES ES Ss ES ES US 


PP he 
eats. Ty EST . 
PEANUT ADT Tate eae 


PRAIRIE AVENU 


Name of Institution___- a 


Address 


City 


soon as supplies are available? Yes 


2. What will the nature of this work be? 


0 Kitchen % 

(0 Bedrooms % 

(0 Dining Rooms % 

[) Air Conditioning and Refrigeratio 


ow 


=! 


If you have any questions in regard to 
them below: 


90 ... CHICAGO, ILL. expenses end ave construction. This survey ie important 


Your Nene—___$__$_$__—...-..-— = canal 


- State. sane ~ questionnaire, see the reverse side for mailing instructions. 


1. Are you planning to remodel, re-equip, refurnish or expa 
= = 


tion MBE xterior remodeling Mill Interior remodeling ill Re-equipping of general operating facilities == 
Refurnishing ll Other (Please Exp. — 


3. What dollar expenditure will the above work involve? 


4. Specifically, what departments are included in your rehabilitation plans, and what percentage of your 


estimated total expenditure will be made in each department? 


_ How far has this work progressed? Under discussion Being actively planned MM Blueprint stage 
Ready to start when material situation permits Mls ctually in progrea— 


6. Are you keeping your plans flexible so as to take advantage of new product developments? Yee 


. In what departments of your institution have the most pressing problems arisen out of the inability to 


obtain repair and replacement supplies? 


8. Do you wish your answers to the foregoing questions to be held in confidence? Ya" No 


Post-War Planning 
SURVEY 


The following questionnaire is a part of INSTITUTIONS 
Magatine’s nation-wide study of eurrent and future ineti- 
tational plans for remodeling, re-equippi refurnishi 


lo you 3 
1. The findings w'll be published in INSTITU- 
TIONS Magazine and will give an insight on 
a what other managements are thinking and 
doing in terms of post-war planning. 
_ It will enable manufacturers serving the in- 
- stitutional field to schedule their present and 
_war production, thereby expediting de- 
ivery to you of the equipment and materials 
Sree needed for your work. 
Readers are urged to participate in this effort and to anewer 
all questi as letely as possible. Replies will be 
kept in strictest confidence, if desired. After filling out the 


ia 


No postage is required. 


nd any of the facilities of your institution as 


(Check all types of work which are contemplated) New construc- 
kale 


we 


() Public Rooma lll «;, 0 Laundry Se, ie ae : . 

( Piumbin | __ © Buildin Exterior Sl; a... ee fs a, ee i" 
0 Heating % (0 Other em ee ah 
a a : . 


en _| 


. 


SIZE AND EXTENT * 


eee 
— 
Over 50,000 institutions have received 


copies of the survey form shown at left. Returns 
aT ss from hotels, hospitals, restaurants, schools and 


post-war planning, or comments about your own plans, please give 


Sein: other institutions are now being tabulated. The re- 
a sults will be shown on this page in the September 


| 3th issue. 


hrough 

areas 
he In- 
iy by 
) edu- 
sumer 


Field. 
_ Mass Consumers of Equipment, Food 


Products and other institutional supplies: 


(See Reverse Side for Mailing Instructions) 


is in the Mass Feeding and Mass Housing 


It consists of the following institutions 


e HOTELS 

@ HOSPITALS 

e SCHOOLS 

@ RESTAURANTS 

e INDUSTRIAL CAFETERIAS 
e COLLEGES 

@ PUBLIC INSTITUTIONS 
e@ YMCA’s and YWCA’s 

@ RAILWAY SYSTEMS 

e@ STEAMSHIP LINES 

@ PUBLIC BUILDINGS 

@ OTHER INSTITUTIONS 


and ... for the duration of the war—in addi- 


tion to its regular cir 
Magazine is 
fiers of mass 


culation, INSTITUTIONS 
being sent to buyers and speci- 
housing and mass feeding prod- 


ucts for those directly engaged in the war 
effort. 


NS MAGAZINE 


1900 PRAIRIE AVENUE 
CHICAGO 16, ILL. 


We can't release the final facts and figures until later. However, from incomplete but typical returns 
we can say that the survey establishes conclusively an institutional market far greater In size and ex- 
tent than anything experienced in the pre-war years. This survey shows that a surprisingly large per- 
centage of institutional managements today have their post-war plans in blueprint form. 


are recognizing changes brought about by 


It shows that practically all institutional post-war planners 
ate what these changes are. 


the war, and are carefully studying all messages which indic 


or who are planning to serve, the institutional field and 


it shows that manufacturers who are serving, tu 
st-war acceptance which non-advertising competitors 


who are now advertising are establishing a po 


will find difficult to dislodge. 


it shows that the institutional market will be augmented by new construction, expanding facilities 


and large scale remodeling and replacements. 


1+ shows that INSTITUTIONS Magazine is the one publication to which institutional managements 
are looking for information on their immediate and their post-war problems. 


* Actual Figures Will Be Reproduced on this Page in the September 13th Issue 


+ wish to wait until next month, consult your advertising agency or. . - you will 
hese returns just as soon as they are released by our Marketing and Re- 


INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois. 


For those who do no 
receive advance proofs of t 
search Staff if you write to 


=e 
The Magatine 
of Moss Feed- For Exece- 
ing ond Mass tives ef Hes- 
itels, Hotels. 
Housing Sub- sostoerechs, 
Schools, te 


dustrial Cefe- 
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m/OF READY, SAY OPERATORS 


*"  ©4 ®NCT WAD DI ANS 


7" POST-WAR 


IS HERE. 


TABULATION 15 ESTABLISHING 
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Educational Drive 
on Electric Ranges 
Aimed at Builders 


Home Economists 
Get ‘Lesson Copy’ 
in NEMA Campaign 


New York, Aug. 26.—After a 
period of relative inactivity follow- 
ing cancellation of the consumer 
advertising program due to war 
conditions, electric range manufac- 
turers who are members of the Na- 
tional Electrical Manufacturers As- 
sociation are renewing marketing 
activities with a new wartime edu- 
cational campaign aimed at the 
building industry and the home 
economics field. 

Electric ranges are not available 
to the public at present, and pre- 
sumably will not be until the war 
ends. But electric range manufac- 
turers in NEMA are aware that an 
enormous postwar building boom is 
impending, and therefore intend 
with their new program to con- 
vince builders and building ma- 
terial retailers that inclusion of 
electric ranges in postwar houses 


ELECTRIC STORY 


_ 


One of a series in the educational pro- 
gram on electric cooking launched by 
electric range manufacturers who are 
members of the National Electrical 
Manufacturers Association. The copy is 
strictly of the service type. 


will make them more readily sala- 
ble. At the same time, through 
service copy addressed to hdme 
economists and students, the elec- 
tric range manufacturers hope to 


build greater acceptance and under- 
standing of electric cookery among 
housewives. 

Electric range manufacturers as- 
sert that field investigations and 
questionnaires reveal that the ma- 
jority of prospective home owners 
prefer electric kitchen ranges, as 
well as electric refrigerators and 
other electrical equipment. The 
builder who provides for this serv- 
ice in his postwar homes will find 
buyers ready and anxious to take 
advantage of these modern labor- 
saving devices, and thus will speed 
up the turnover in the sale of 
homes, they say. 


Want Builders Ready 


The current educational effort is 
being sponsored by the electric 
range section of NEMA, of which 
Harry Parsons, sales manager, elec- 
tric range and water heater divi- 
sion, Landers, Frary & Clark, is 
chairman. 

“It is our aim to inform builders 
in advance how simple and inex- 
pensive it is to wire homes for 
complete electric service when the 
job is done at the time of construc- 
tion,’ Mr. Parsons explains. “In 
most cases adequate wiring to pro- 
vide for electric range, electric 
cooking, electric water heating and 
other ordinary electric services, if 
done at the time of construction, 
will not increase the total cost of 
the home by more than $10 or $15, 
which is insignificant when com- 
pared to the total cost. 


American Builder is the 
mly building publica 
tior thal maintains 
membership in both the 
Audit Bureau of Cireu 

q A seu 


jations and ated 
Business Papers 


October AMERICAN BUILDER 


Presents a Complete War-to- 
Peace Program for Private 
Building — Preceded by 
Months of Preparation 


Backed by 
ence. 


Objective « To preserve private enterprise after the war. 

. 
private building as an industry. To create 4,500,000 post-war 
jobs in private building. 


The Audience « Cepies will be placed in the hands of national legis- 


lators and housing officials, influential manufacturers, 
trade leaders and association executives, plus thousands of your normal 
peacetime customers and prospects, buyers, specifiers. users and distribu- 
tors of your products. 


This Issue: Will be carefully read, widely quoted, and frequently re- 
ferred to. Here is the place to make a strong presentation of 
your wartime and post-war sales story. Reserve space now. 


promptly, as the time is short. 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


105 W. Adams Street 
CHICAGO 3, ILLINOIS 


A Public-Relations Issue and 
Handbook of Post-War Build- 


Years of Experi- 


To maintain 


Please act 


30 Church Street 
NEW YORK 7, N. Y. 


World’s Greatest Building Paper 


“We are producing a booklet of 
information for builders, telling the 
advantages of these electric serv- 
ices, the greater salability of homes 
so equipped, and how the necessary 
wiring can be done most conveni- 
ently and economically. We will 
advertise to builders in such maga- 
zines as American Builder, Archi- 
tectural Forum and Practical 
Builder, with full-page copy every 
month, telling this story, and offer- 
ing to send them, without charge, a 
copy of the bookiet.” 


Lesson Copy for Students 


On the home economics front, the 
effort will be entirely “service” and 
educational, addressed directly to 
teachers and students in home eco- 
nomics classes. It will consist of a 
series of lesson outlines on such sub- 
jects as home canning, vegetable 
cooking on the top surface of the 
electric range, the time and labor- 
saving possibilities of electric 
ranges, oven cooking and baking, 
care and conservation, and kitchen 
planning. These lesson outlines will 
be accompanied by illustrative ma- 
terial in the form of diagrams 
which can be used individually by 
students, or blown up in large-size 
wall charts. The campaign will ap- 
pear in home economics journals 
such as Practical Home Economics 
and What’s New in Home Eco- 
nomics. 

The home economics activity is 
being directed by C. J. Coward, as- 
sociate advertising director of Nash- 
Kelvinator Corporation, who be- 
lieves that the material should be 
especially well received now be- 
cause of the heightened interest in 
food service and preparation, and 
the need for conservation and pres- 
ervation of vitamins and other food 
values. 

To supplement the lesson texts, a 
handbook or manual of electric 
cooking is also being provided, 
which deals with all phases of meal 
preparation electrically. The les- 
son texts and manuals will be made 
available to teachers of home eco- 
nomics and all other adult home 
economics groups. 

Ralph H. Jones Company, Cin- 
cinnati, is the agency. 


Major Vitamins to 


Launch New Drive 


New York, Aug. 25.—Major Vita- 
mins has scheduled a new adver- 
tising campaign through Peck 
Advertising Agency, which will in- 
clude national magazines, radio and 
newspapers. “Feel Fit as a Major” 
will be the theme for promotion of 
the company’s Major-B vitamins. 

Last May the company took its 
stand in favor of grocery outlets 
for its product when it used 600- 
line advertisements in 200 newspa- 
pers throughout the country telling 
consumers “Why You Should Buy 
Vitamins at Your Grocer.” 

The campaign at that time was 
scheduled to run until the end of 
June and was the outgrowth of a 
small-space drive in a long list of 
newspapers and business publica- 
tions, which was also handled by 
Peck Advertising Agency. 


‘What's Ahead’ Keynote of 


Chicago Club Meetings 

“What’s Ahead in Advertising, 
Marketing and Distribution?” will 
be the general theme of programs of 
the Chicago Federated Advertising 
Club for the 1943-44 season. All 
phases of the subject will be cov- 
ered, with reference not only to the 
immediate future, but to the transi- 
tion and postwar periods. 

The initial luncheon meeting will 
be held at the Hotel Sherman Sept. 
16 and will be on the _ subject, 
“What’s Ahead in Advertising?” 
The speaker will be J. L. Spencer, 
vice-president of the Campbell- 
Ewald Company, New York, a for- 
mer Iowa farm boy who has seen 
service with the Parker Pen Com- 
pany, and Batten, Barton, Durstine 
& Osborn, as well as his present 
company. 

On Sept. 30 the speaker will be 
William S. Street, vice-president in 
charge of merchandising of Mar- 
shall Field & Co., who will talk on 
“What’s Ahead in Merchandising?” 
Mr. Street, a department store ex- 
ecutive of wide experience, came to 
Field’s last March from the Fred- 
erick & Nelson store of Seattle, 
Wash., a Field subsidiary. 


Armstrong Takes Klaus 


Leon L. Klaus, formerly news 
editor of the Lancaster New. Era, 
has been appointed director of the 


news bureau of Armstrong Cork 
Company, Lancaster, Pa. 


we. 


Advertising Age, August 30 \ 94. 


2 Agencies Study 
South America as 


Postwar Field 


New York, Aug. 26.—Ov 4 p;. 
manager of the recently o» sanj,,. 
Latin American departnen; 
Young & Rubicam, left this weg, 
on an exploratory survey of 4, 
Latin American field. 

Accompanied by his assis‘ant, p 
D. Sullivan, Mr. Riso wil! (i. 
Buenos Aires, Rio de Janeiro, g,, 
Paulo and Mexico City to ; 
data on various media, and 


dividual radio stations, loca! listen, 
ing habits, etc., for his co: Pany’s 
present and potential clients, yy, 


Sullivan, who will join Mr. Ri. 
during the first part of his trip, 
be permanently stationed in Bueno. 
Aires as a “listening post” | 
agency. 

At Young & Rubicam it was 
stated that the decision of whethe; 
or not to open a South American of- 
fice must wait until the reports os 
Mr. Riso and Mr. Sullivan are re. 
ceived and studied. 

It has been revealed that my, 
Riso will do exploratory work op 
at least 50 Y & R accounts which 
are expected to advertise in Latiy 
America during the postwar era, jp. 
cluding manufacturing, technica) 
and consumer products, and are yi. 
tally interested in radio broadcast- 
ing, types of programs, number oj 
stations, and postwar possibilitie 


McCann-Erickson Also Tours 


Also looking “south of the bor- 
der,” McCann-Erickson this mont! 
will send account executive Shirley 
Woodall, who is in the agency’s for- 
eign department, on a tour of Sout! 
and Central American  countrie 
about the middle of September. Be- 
sides exploring further prospect 
for postwar advertising, Mr. Wood- 
all will check on the progress of 
Esso Marketers and Schenley Inter- 
nation Corporation. 

Introduced last spring as a 20- 
minute series, Schenley’s first Latin 
American radio venture will be ex- 
panded to a total of 30 stations in 
several South American countries 
in addition to Argentina, Uruguay 
and Brazil. The program features a 
30-piece symphony orchestra and 
is called “Album de Las Americas 

Irwin Vladimir, head of the Nev 
York agency bearing his name, tw 
weeks ago returned from Latir 
America after laying the ground- 
work for postwar operations. 

On Aug. 9 Grant Advertising, Inc 
opened a new Buenos Aires office 
with David H. Echols, president of 
Grant Advertising, S. A., making 
his headquarters there. Tom Fan- 
ning, formerly with J. Walte: 
Thompson Company, is executive 
vice-president. This agency also 
has offices in Rio, Mexico City and 
Monterey. (AA, Aug. 23). 


WNAX Radio Tower 
to Be Dedicated at Rally 


The new 927-foot tower 
WNAX, Yankton, S. D., tallest 
tower in the Americas, will be dedi- 
cated Sept. 4 at the first “food for 
Victory” rally to be held in the 
Midwest. 

The “Typical Midwest Farmer 
will be chosen by senators, gover- 
nors and legislative leaders who 
will be in Yankton to talk over 
farm problems with the expected 
25,000 farmers and their families 
from five midwest states. 


The ONE Shot 


What it is and who? | 
it will do for you 


Makes 8 color ration negati’:* 
simultaneously. single expesu 
records the blue, red and yellow 
the original subject, also completi 
the original photograph. Color pri: 
ing plates can be started imme 
ately, or tri-color prints can be p' 
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ect or scene in 2, 3, or 4 colors 
the shortest possible time. Color s 
arations made directly from 't 
object yield the sharpest detail a’ 
most accurate color reproductic 
and also save time and money. F 
particulars phone or write: 


JEFFERY WHITE STUDIO INC. 


Color Photography Since 1920 
153 E. Elizabeth Street, Detroit, Mic”: 
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4 ee 
ie rationing and shortages are 


nothing new around these parts. William 
Penn and the brethren passed more than 
one winter on corn meal with all the water 
they could drink. Washington and his boys 
put in a without-winter at Valley Forge. 
Philadelphia folk survived panics, famines, 
war and shortages long before canned 
goods . .. and this time, with The Inquirer 
helping out, rationing is a breeze. 
Because women today look to The 
Inquirer for latest lowdowns on price ceil- 
ings, point values, shortages and overages, 
new foods, new usages of old foods, sub- 
stitutes, vitamins, how to keep Rover in 
the pink with potluck. Seven days a week 
they plan with Philadelphia’s First News- 
paper, shop in it, cook by it. Seven days 
a week The Inquirer meets the need for 
advice and help on keeping the family 
well-fed in wartime, drives home the good 


things to eat when you have them, good-will 


- 
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: The Philadelphia Anguier 7” : 


AMWORK 


messages to remember when you haven't. 
Either way you score with the folks who 
keep your score—the women. 
V. 
ou score with hundreds of thousands 
of women every day you appear in The 
Inquirer... with either merchandise or 
message. Its the “must” medium in Phila- 
delphia for national advertisers who must 
keep alive a name, a brand, or a business 
—and make a permanent job of it. It's the 
“must medium, too, for national advertisers 
with something to sell to most Philadelphia 
women. Because The Inquirer is the 
women's medium that rates more attention, 
hegets keener appreciation, earns greater 
interest, breeds faster results than any 
other in this market primes your 
advertising dollars with the teamwork that 
pulls the profit in Philadelphia. 
Proof of productiveness plain in every 


issue... Investigate... 
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National Advertising Representatives : 


Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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In Washington... 


Army to Consider 
Ad Costs When 
Cancelling Orders 


‘Proper Proportion’ 
of Institutional Copy 
to Be Approved 


Washington, D. C., Aug. 26.— 
Institutional advertisers who de- 
pend on Army fixed price contracts 
for their wartime revenue have 
been reassured by the War Depart- 
ment that advertising commitments 
will be considered in negotiating 
military contract cancellation set- 
tlements during and after the war. 

The encouraging words appeared 
in Section 487 of Procurement 
Regulation 15, published in the 
Federal Register Tuesday. It stated 
that while advertising will not be 
allowed as a direct charge, “a 
proper proportion of institutional 
advertising may be included.” 

No War _ Department official 
would estimate what “a proper 
proportion of institutional adver- 


tising’’ might be, but there was| tubes were scheduled by manufac- 
little doubt that Section 487 repre-| turers between runs of military 
sented a more liberal approach on| orders, and were made from mate- 
advertising than Section 51 of the| rial specifically issued for the home 
“green book” used by the War and/| front. WPB complaint is that there 
Navy departments to determine) is no control over types, and many 
cost in war contracts. The green | scarce tubes still aren’t being made. 


book, following Treasury Decision 
5000, rules out advertising as an 
admissible item in cost, but permits 
“certain kinds of advertising of an 
industrial or institutional character, 
placed in trade or technical jour- 
nals.” 


Desire to Be Fair 


The line of thought at the War 
Department apparently is that ad- 
vertising as such is still not an 
admissible item in cost. However, 
Army officials, wishing to be fair 
in arranging settlements, realize 
that many war manufacturers oper- 
ating on fixed price contracts have 
made reasonable institutional ad- 
vertising commitments. 

Procurement Regulation 15 will 
mean far more to fixed price con- 
tractors than to firms working on 
a cost plus basis. Since a heavy 
proportion of plants have at least 
some fixed price features in their 
contracts, however, the effect of the 
order should be notable. 


Although WPB has not specifi- 
cally provided for production of 
radio tubes for civilians since June, 
production reports show that the 
July output of civilian tdbes 
equalled the previous month. These 


The first of 12 reports by con- 
sultants of the Department of Com- 
merce regional economy unit on 
“Small Business Looks Ahead” are 
now available from Wilford L. 
White, Bureau of Foreign and Do- 
mestic Commerce, Washington. This 
is the third set of reports by the 
unit this year. The final report of 
the previous series, “Transportation 
Problems,” has now been released, 
and is also available. 

a * * 

A consumer pledge campaign, 
started quietly by OPA regional 
officers early last month, is now 
getting national publicity. Under 
the plan, mass meetings are held 
in each community, housewives and 
merchants pledge to pay no more 
than ceiling prices, and to accept 
no rationed goods without giving 
up ration stamps. In every com- 
munity where a drive for pledges 
has been made, food prices have 
declined. 

« a * 

The Post Office Department has 
asked Charles A. Heiss and Allan 
B. Crunden, former AT&T comp- 
trollers, to work out a new and bet- 
ter system for postal accounting 
and cost ascertaining. Frank Walker, 


With thousands of people in Toledo 
and throughout Northwestern Ohio, the 
news never quite comes true until they 
see it in the Blade. 


Reading the Blade is a habit handed 
down from one generation to another. 
It’s been that way in Toledo for more 
than a hundred years. 


Who are these people who say—“I 
saw it in the Blade’? 


Well, they’re the ones who built 
Toledo into a great industrial city—using 
their skills now in top-speed war pro- 


duction. 


Today . . . tomorrow—maybe you'd 


like to have 


the good people of this 


prosperous community say about YOUR 
product—"I saw it in the Blade.” 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ONLY A GREAT MARKET CAN SUPPORT A GREAT NEWSPAPER 


NEW CONTAINER 


The Pro-phy-lac-tic Brush Company, 
Florence, Mass., has dressed its tooth 
powder in this new wartime container 
made entirely of heavy paper. It holds 
to its familiar color scheme of yellow 
with black trim and wide red band. 


Postmaster General, explained that 
although the 20-year-old system 
used at present is fundamentally 
sound, the establishment of rates 
and protection of revenues calls for 
exactness and the best accounting 
methods possible. 


GF Takes Full 
CBS for Birds Eye 
Frosted Foods 


New York, Aug. 26—A new 
variety show, sponsored by Birds 
Eye Frosted Foods, division of Gen- 
eral Foods Corporation, will make 
its debut on the CBS network Sept. 
30, when it will be aired Thursdays 
from 9:30 to 10 p. m., EWT. “Stage 
Door Canteen,” currently heard at 
that time, will move to a Friday 
night 10:30 to 11 spot. 

Marking the first network time 
contracted for by Birds Eye, the 
program will feature singer Dinah 
Shore heading a variety program 
which will also include Cornelia 
Otis Skinner in a series of sketches 
with another name artist not yet 
selected. 

Young & Rubicam is the agency. 


P&G SIGNS FOR 
DAYTIME NEWSCAST 


New York, Aug. 26.—Procter & 
Gamble Company, leading sponsor 
of daytime serials, will initiate a 
complete coast-to-coast daytime 
news program over the full CBS 
network beginning Sept. 20. The 
program will be heard Mondays 
through Fridays from 1:30 to 1:45 
p. m., EWT, in behalf of Crisco. 

Two co-commentators will air 
the news, Bernadine Flynn, of “Vic 
and Sade” fame, will handle news 
of minor importance, including 
human interest stories, while Dur- 
ward Kirby will handle all impor- 
tant news gathered from UP and 
AP press services and from CBS 
correspondents. Compton Adver- 
tising is the agency. 


Dobson to Head New 
Brown & Bigelow Dept. 


Brown & Bigelow, calendar and 
direct mail house, St. Paul, has 
opened a division of sales counsel, 
devoted to sales promotion, adver- 
tising counsel, and postwar plan- 
ning for American business firms. 

Paul Dobson, life insurance ex- 
ecutive, is director. The staff is 
made up of advertising sales execu- 
tives, copywriters, art and layout 
men. 
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Advertising Age, August 3) | 


War Dept. Stops 
Publication of 


Washington, D. C., Aur 2_ 
Officials of the War De; 


confirmed today that Fi; on 
the 16-page illustrated pnp gazine 
founded for distribution to men ang 


women in Army-run ,; nance 
plants would no longer | Dub. 
lished by the Army, in line 
the current campaign to e! 
less essential projects, an 
manpower and paper. 

In recent months, however, Firo. 
power has been a joint Army-Nayy 
project, and it is believed that th. 
Navy will continue the publication 
for its own ordnance plants. 

Firepower, Army officials explain 
has been used by the War Depart: 
ment for 15 months. It was origi- 
nally published during the periog 
of rapid facility expansion as par 
of the “keep ’em shooting” cam. 
paign developed by the bureau of 
public relations incentive branch 
under Col. A. Robert Ginsburgh 
Army people now feel that ord. 
nance workers have been on the 
job so long that this type of mate. 
rial is no longer essential. 


Navy Has Other Views 


Navy officers, however, stil! fee! 
Firepower has a job to do. The 
point out that the Navy has used 
it only four months while the Arm 
has distributed it for 15 month; 
It is expected that an official ap- 
nouncement, with plans for possib; 
refinements in the format, will be 
issued shortly. 

Firepower has been printed o 
regular magazine stock, with a for- 
mat closely resembling Life. It ha 
about 75% pictures and 25% text 
Pictures and text are devoted t 
stories of ordnance products on thé 
manufacturing line and in action 
in the field. 

The Army’s paper saving cam- 
paign has been under way for sev- 
eral weeks, but no details of the 
number of suspended publications 
have yet been compiled in Wasb- 
ington. The campaign was insti- 
tuted on orders of Lieut. Gen. Bre- 
hon B. Somervell, chief of the Arm 
service forces. A _ special publica- 
tions review board was set up t 
review all ordnance plant publica- 
tions and eliminate those whic 
cannot prove they perform an ex- 
ceptional morale job. 

Paper curtailment has been prac- 
ticed at the War Department for 
more than six months, and severa 
publications, such as the “Signa 
Corps News Letter,” have sus- 
pended. An important phase of the 
paper saving campaign has beer 
efforts of the Army service force: 
to reexamine Army training man- 
uals with a view to eliminating 
waste. 


‘Gildersleeve’ Produced 
by Needham, Louis 


“The Great Gildersleeve,” NBC 
program sponsored by Kraft Chees¢ 
Company, which returned to the al! 
Aug. 29 after a summer vacation, 
has been produced by Neecham, 
Louis & Brorby, Chicago, since '% 
first broadcast in 1941. The pro- 
gram was inadvertently credited ' 
J. Walter Thompson Company in é 
recent issue. 


Names Fuller & Smith 


General Industries Con 
Elyria, O., molder of plastic 
manufacturer of small motor 
ord-changing and radio-phon 
devices, has appointed Ful 
Smith & Ross, Cleveland, 


With 
Ninate 
Save 


se 


agency. Business publication 
| be used for both divisions 
company. 


Concentrated Negro Purchasing Power 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE - LOS ANGELES 


Paid Circ. Negro Pop 
Chicago Defender (Chicago) ... . . . 53,000 375,000 
Chicago Defender (National Edition). . . . 76,000 
Michigan Chronicle (Detroit) ce 22,050 193,000 
Louisville Defender (Louisville) ° 2 e 14,223 65,000 
Los Angeles Sentinel (Los Angeles) . . . . 12,000 100,000 
Los Angeles Sentinel (National) ee 3,000 


GEORGE T. HOPEWELL, National Advertising: Representative 
NEW YORE OFPICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


in Chicago over $300,000, 000 Annually 
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—but loves music .. . King Gustav can be stubborn as the proverbial mule... 


Helen Hayes is a farmerette as well as an actress ... Winston Churchill a painter as well as a statesman. 


These are the intimate details in the lives of the great that are a never-ending source of fascination 


to everyone, especially to women. 


This keen interest in people—important people—is one reason why hundreds of thousands of American women look 
forward eagerly each week to The New York Times Magazine. They turn with avid interest to its behind-the-scenes 


close-ups of men and women whose names are news, a regular feature of this well-rounded news-picture-home Magazine. 


And with equal interest they turn to its authoritative articles on the war-front and the home-front, on national and 
international affairs—news in which the alert, intelligent woman of today has a deep and personal interest—as well as to 


its news of woman’s own domain—children, the home, food, fashions. 


Because women find so much to attract them in The New York Times Magazine, advertising designed to attract 


women finds a receptive and responsive audience in its pages. Ask us today for the facts! 
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Blue Shifts Staff 


Kevin Sweeney, sales promotion 
manager of the Blue Network’s 
western division, has been named 
assistant to vice-president Don E. 
Gilman. In addition to his present 
duties he will handle coordination 
of program and sales activities. 
Walter Lonner, general traffic man- 
ager, has been named general serv- 
ice manager. 


Rhodes Names Agency 


James H. Rhodes & Co., Chicago, 
manufacturer of felt products, and 
miners and distributors of pumice, 
has named Burton Browne Adver- 
tising, Chicago, to handle its ac- 
count. Business papers and na- 
tional magazines will be used. 
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Kudner Gets Two 


Travel Accounts: 
Matson and TWA 


New York, Aug. 26. — Arthur 
Kudner, Inc., acquired two tradi- 
tionally “western” accounts of con- 
siderable importance this week, 
when it was named to handle ad- 
vertising of Matson Navigation 
Company, San _ Francisco, and 
Transcontinental & Western, Air, 
Kansas City. Still another major 
West Coast advertising plum may 
shortly fall into the Kudner basket, 
it was reported. 

The two accounts acquired this 
week, while not among the coun- 
try’s leading advertisers in point of 
expenditure, are both sizable adver- 
tisers in normal times, and rate well 
toward the top among travel ac- 
counts. The Matson account has 
been handled for many years by 
Bowman - Deute - Cummings, San 
Francisco agency. 


To Handle from New York 


Definite plans for the steamship 
company have not been formulated, 
according to the Kudner office, but 
it is reported that the advertising 
will be handled from here, and 
that no new offices for the agency 


are contemplated. Before Pearl 
Harbor, Matson spent a _ reputed 
$400,000-$500,000 in promotion; the 
newspaper and magazine advertis- 
ing expenditure in 1941 was $280,- 
000. Last year, however, this was 
cut more than half, to $160,000 in 
the same media. 


Recalls Ad Assistance 


An interesting sidelight connected 
with Matson’s advertising grew out 
of Japan’s attack on Pearl Harbor, 
and presented an example of adver- 
tising comaraderie covering a situa- 
tion unparalleled in promotional 
history (AA, Dec. 29, °41). 

At that time the inside front 
cover of American Magazine carried 
a four-color Matson advertisement, 
featuring a pretty girl wearing a 
lei, against a Hawaiian background. 
Copy described steamship service 
between the West Coast and Hono- 
lulu. As soon as the Japs struck, 
Matson tried to alter the copy, but 
it was too late since the covers 
were already off the press. 

Thereupon the publisher ap- 
proached Lambert Pharmacal Com- 
pany, whose black and white page 
faced the Matson cover, and sought 
the assistance of one national ad- 
vertiser for a fellow advertiser in 
an embarrassing spot. Lambert 
assented graciously, and the result 
was an explanatory paragraph 
printed in red ink at the top of the 
Listerine page. An arrow pointed 
to the Matson advertisement oppo- 
site, and the explanation said: 
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HE whole flock knows that the way to find the short cut to green 
pastures is to follow the leader. 


A host of advertisers now strongly entrenched in the Middle West 
got there by following the leadership of Prairie Farmer and WLS. 
Their products took this short cut into the homes of millions of 
working families. They followed Prairie Farmer and WLS into the 
hearts and confidence of these people. 


Right now Prairie Farmer Land is especially prosperous. Farms and 
factories are producing as never before. Nowhere in America are 


men more seriously buckling down to the patriotic job of producing 
for Victory. They’re investing in War Bonds today that they may 
enjoy the products you will have available for them tomorrow. 


Use the Combination- 


;  Jlpame 


BURRIDGE D. BUTLER 
Publisher 


tor 


Follow the Leader. Use the double-powered sales 
combination of Prairie Farmer and WLS. It pays. 


Since 1841 


Ure 


‘i 
rAHRMEH , 


WS 


— CHICAGO 


Double Your_SALES Power t Prarie Farmer Laud! | 


“By permission of Listerine, 
attention is called to the fact that 
the color advertisement on the 
opposite page went to press prior 
to United States’ declaration of a 
state of war with Japan.” 


TWA in Magazines 


The Transcontinental & Western 
Air appointment of Kudner is effec- 
tive Nov. 1, according to V. P. Con- 
roy, TWA vice-president in charge 
of traffic. 

Last year TWA’s advertising ex- 
penditure totaled approximately 
$121,000, which went chiefly into 
newspapers. This year TWA has 
diverted a good portion of its ad- 
vertising budget to magazines, and 
last March placed its 1943 institu- 
tional campaign with Collier’s, 
Esquire, Newsweek, The Saturday 
Evening Post, Time and United 
States News, through Beaumont & 
— Kansas City (AA, March 
15). 

In this campaign, copy and illus- 
trations were geared to the head- 
line “What has become of the Strat- 
oliners?” and were designed to 
inform the public on the wartime 
responsibilities of the airlines. 
Newspapers in larger cities through- 
out the country were also used. 


Beck Shoes Will 
Use Spot Radio 


in New Campaign 


New York, Aug. 25.—A. S. Beck, 
operator of 112 shoe stores, will 
launch an extensive advertising 
campaign shortly after Labor Day, 
using about 60 newspapers in cities 
east of the Mississippi wherever 
Beck shoe stores are located. The 
new campaign will also take in spot 
radio, the first time the company 
has used this medium. 

The shoe chain placed one of its 
heaviest advertising drives in recent 
years last spring when it used half- 
page and 800-line advertisements in 
61 newspapers. Insertions centered 
around a new copy theme stressing 
results of a survey of shoe brands 
— on Fifth Avenue (AA, March 

). 

The new campaign is expected to 
continue indefinitely, dependent on 
the company’s ability to maintain 
equitable stocks of shoes. Pettin- 
gell & Fenton is the agency. 


Shoe Company Plans Fall 
Copy in 300 Newspapers | 


Over 300 newspapers will be used | 
on a consistent schedule from Labor | 
Day until Christmas by the Endi-| 
cott Johnson Corporation, shoe! 
manufacturer. Weekly insertions | 
will average 250 lines and_ will | 
appear mostly in papers east of | 


| Milwaukee. Non-rationed shoes will 


not be featured, 

Endicott Johnson’s subsidiary, | 
Father and Son Shoe Stores, will | 
use newspapers in 45 cities for a| 
separate campaign of about the! 
same linage during the same period. | 


Conducts Manpower Drive 


A cooperative man and woman 
power advertising campaign is now 
running in the New Haven area to 
recruit new workers for critical 
industries. The campaign is spon- 
sored by most of the large manu- 
facturers in the area and is now 
under the direction of Erwin, 
Wasey & Co.’s New Haven office. 
Newspapers, radio and car cards 
are being used. The program will 
run throughout the fall. The U. S. 
Employment Service is cooperating 
with the manufacturers and acts as 
the placing agency for all new) 
workers who register for essential | 
work. 


Hassell Joins MacLean | 


Hilton Hassell, formerly art di- 
rector of Walsh Advertising Agency, | 
Toronto, has joined the MacLean | 
Publishing Company, Toronto, as| 
art editor of Maclean’s Magazine. | 
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Census Estimates 
on Metropolitan 
Areas Released 


Washington, D. C., Aug. 26 
Bureau of the Census this 
released preliminary estimate: 
the civilian population of j3 
metropolitan areas, based on ; 
trations for Ration Book No. 2. , 
similar estimate of population py 
states, as of March 1, 1943 
released by the Bureau recenily. 

The civilian population of ‘937 
counties included in the 137 metro. 
politan districts increased aboy 
1,690,000, or 2.5%, between Apri) 
1, 1940, and March 1, 1943, the 
Bureau says. In this connec. 
tion, it is interesting to note that 
the analysis of population changes 
in metropolitan areas by Arno H. 
Johnson of J. Walter Thompson 
Company, which was printed in the 
July 12 issue of ADVERTISING Ace. 
reported an increase of 2.4% in 
civilian population for metropolitan 
areas covered. 

While Mr. Johnson’s figures were 
based on the actual number of 
registrations for Ration Book No. 2 
in each of the metropolitan areas, 
the Census estimate adjusts these 
figures “to add to an independent 
estimate of the population qualified 
to register in the United States as 
a whole,” and reports that “the 
adjustment has the effect of slightly 
reducing each registration figure.” 


» 1943 


Some Differences in Figures 

In most individual instances, the 
Johnson figures and the Census fig- 
ures are so nearly comparable as 
to render differences inconsequen- 
tial. For example, Mr. Johnson's 
figures credit the New York-North- 
eastern New Jersey area_ with 
11,108,017 civilian population on 
March 1, 1943, whereas the Census 
figure is 11,087,990. In others, how- 
ever, fairly substantial differences 
exist. In 14 of these instances the 
differences are due to the fact that 
the “metropolitan area” as defined 
by the J. Walter Thompson Com- 
pany does not coincide with the 
metropolitan area as defined by the 
Census, usually sbecause the JWT 
area embraces an additional county. 

Mr. Johnson’s figures for Chicago 
was 4,676,122, but the Bureau of the 
Census cuts this to 4,542,579. John- 
son’s Detroit figure was 2,747,455; 
Census, 2,554,301. The Census cuts 
St. Louis from 1,543,364 to 1,504,- 
407, and Cleveland from 1,245,606 
to 1,189,088, but increases Wash- 
ington (where Mr. Johnson empha- 
sized that ration book figures are 
not completely accurate) from 
1,144,384 to 1,181,347. 

Mr. Johnson did not have 1943 
figures for Cincinnati; the Census 
zives this figure as 852,473. Bir- 
mingham is also reduced substan- 
tially by the Census, which gives 
the area 485,724, as against John- 
son’s 557,894; Toledo is cut from 
345,000 to 325,789; Scranton-Wilkes 
Barre from 740,656 to 615,808 
Bridgeport was also missing from 
the Johnson figures, the Census 
giving it 434,612. 

The Norfolk - Portsmouth - New- 
port News area was credited with 
515,283 by Johnson, but gets only 
457,362 from the Census; Richmond 
was cut from 278,582 to 243,979; 
Wheeling, for which no figures were 
given, is credited with 211,070 by 
the Census; Lancaster is cut from 
204,239 to 175,490; Sioux City 
reduced from 93,111 to 73,656; 
Amarillo is cut from 63,476 to 
57,643. 


DeForest’s Appoints 

DeForest’s Training, Inc., C 
cago industrial training school, |! 
appointed MacDonald-Cook Cor- 
pany, Chicago and South Bend, 
handle its advertising. 
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THID IS BILLY BATSON, FOLKS, BROADCASTING _ ,, 
THE CEREMONIES AT THE AWARDING OF THE “E 
PENNANT FOR-EXCELLENCE TO THIS FINE COMPANY 
FOR ITS WORK IN PRODUCING SCALE IDENTIFICATION 
MODELS FOR THE GOVERNMENT! THE GENERAL IS 
NOW HANDING THE PENNANT TO MR. AJA 


H-HOLY MOLEY / 
LOOK OUT, GENERAL 


SHAZAM ! 


THERE |5 A 
SUDDEN BLINDI 
FLASH OF 
LIGHTNING... 


CAPTAIN 
APPEARS / 


LATE THAT NIGHT- 


HURRY. FELLOWS, 
AND WELL HAVE 
THESE MODELS ALL 
READY IN THE 
MORNING / 


Z \ 


N\ 


a it 
... AND THE woRLDS 
MIGHTIEST MORTAL, 
MARVEL, 


HEY, JOE ! 
WHERE'D YOU 
PUT THE BIG 


RELAX, FOLKS / 
NOBODYS 
BEEN HURT! 


BUT THE 
PLANT ISA 


_ HMMM / I'VE AN /0EA/ 


AND ALL OUR MODELS ]ot>e 
ARE DESTROYED! _/ 3a 


ALL THE MODEL PLANES DESTROYED 


_ ——_ “25 


HELLO, CAPTAIN ! 
WHAT CAN WE 


nt 


Vz 


AT ONCE / 


PLENTY! BUT NOT FOR ME--- 
FOR THE GOVERNMENT! Ccon- 
DO FOR YOU 2 ) TACT ALL THE CAPTAIN MARVEL 
CLUBS IN THE COUNTRY, AND 


HAVE THEM SEND ALL THE 
TRUE-SCALE MODELS 
AVAILABLE 7O ME 


CAPTAIN 
MARVEL, 
CLUB 


ae 


— > 1008s 
WE WAITIN' FOR 2 LETS 
/ 7 GET GOING ! 


NOT 50 FAST, FATSO! YOU'RE CAPTAIN 
NOT GETTING AWAY WITH MARVEL ! 
OUR MODEL OF THE © # ea? # 
MAE? Cf, 10 te 

77 4A 

Me Pee: S 
~~ " } ‘ 
—— \ 


—i— I NEVER WOULD ) AND ALL CAPTAIN MARVEL, THIS MODEL OF THE NEW 
LATER, AS THE HAVE BELIEVED < PERFECT TRUE 4 MITSUBISHI 102 IS ASTOUNDING | EVEN 
MODELS POUR IT POSSIBLE! ) SCALE MODELS, ) OUR OWN INTELLIGENCE HASN'T BEEN 
IN... TOO ! ABLE TO GET THE DETAILS You 
HAVE HERE ! 
| CAPTAIN CAPTAI anes pews Lo ee 
MARVEL CLUB Cus 2 — eae vf 6) 
—yw- = | CHICAGO, ILL, DALLAS Tex. '/s tA )— 4 
“y——— = $ > 
cs e 4) . t . re 
, ia / Ee ' - 7 ; 
> 7 — wr 
A eny ¥ . ~ : rs ye = ¥ 
| ¥i d=2') (=! WELL YOU SEE, GENERAL, ee Ae \ 
i | THE YOUNGSTERS OF TODAY ' . 
‘ S ARE TERRIFICALLY AIR-MINDED ! 
} IN FACT, A RECENT SURVEY MADE BY 
2 A LEADING MECHANICAL MAGAZINE REVEALS THAT 
rw -B"> MODEL AIRPLANE BUILDING IS BY:FAR THEIR FAVORITE 
} HOBBY .AND REMEMBER, THE K/DS OF TODAY 
| Lf ARE THE BACKBONE OF THE NATION OF TOMORROW / 


‘ 


Franky I feel like the famous 
Department of Utter Confusion. 
| hear the FAWCETT COMICS 
GROUP has a very great (nearly 
4,000,000) juvenile market. 
YET—we find one successful ad- 
vertiser getting 60% of his orders 
from married women—and an- 
other advertiser very success- 
fully selling $55.00 typewriters 
to parents. 


4 Comics certainly sell! 


Cgpitttin Mawel 
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New Book Tells 


Case Histories of 
War Advertising 


69 Striking 
Examples Cited by 
Advertising Bureau 


New York, Aug. 26.—‘‘The force 
nobody knew became a wartime 
miracle,” the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, declares in the 
foreword to the 1943 edition of its 
annual “Blue Book” devoted exclu- 
sively to wartime advertising. 


" BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM | 
LIAM BALSAM 


540 8. MICHTC AN * CHICACO » WHITEHALL 7819 


with 69 factual case histories of ad- 
vertisers in various fields. 
“first war edition,” the new 156- 


vertising. 


American Industry three years be- 
fore Pearl Harbor when he said: 
“Unfortunately, 


of industry—is a 
knows. 
enjoying its benefits to understand 
its origins and its purposes. And 
industry has neither understood nor 
undertaken to inform them.” 


War Changes Situation 


continues. 


a great conversion. Out of conver- 
sion’s labor-pains came two great 
and parallel discoveries: that 
American industry, geared to war, 
could outproduce the fondest esti- 
mates of peacetime optimism—and 
that advertising, likewise geared to 
war, could turn in a kind of per- 
formance that few of its practition- 
ers had dreamed was possible.” 
Documenting the theme, the Bue 


69 campaigns in 13 classifications, 


The volume traces advertising’s | 
great conversion to war operation | 


Labeled 


page book is the fifth the Bureau 
has issued since 1939, but the first 
devoted exclusively to wartime ad- 


“The force that nobody knew” 
harks back to a warning made by 
Don Francisco to the Congress of 


one of the forces 
that made America great—the force 
force nobody 
People have been too busy 


“Then came the war,” the Bureau 
“And advertising, like 
industry, underwent the travail of 


reau presents the vital statistics of 


the product of 44 advertising agen- 
cies. 

An innovation in the new volume 
is a special “index of wartime prob- 
lems,” through which advertising 
people can quickly find case his- 
tories in the book which illustrate 
actual solutions of problems rang- 
ing from total disappearance of a 
product from the market to the 
introduction of a new product under 
war conditions. 

Newcomer among classifications 
represented in the “Blue Book” is 
government advertising, repre- 
sented by the newspaper campaigns 
of Army, Navy and War Shipping 
Administration, all aimed at re- 
cruiting manpower for war service. 
Another new classification is that 
of war projects, which includes 
case histories on the scrap-collec- 
tion campaign of the American 
Industries Salvage Committee and 
the fund-raising drives of the 
United China Relief’s Southern 
California Committee and_ the 
Greater St. Louis War Chest. 

Grocery advertisers, with their 
host of special and varied wartime 
problems, get the biggest numerical 
representation in the new book, 
with 16 campaigns placed by a wide 
variety of canners, bakers, fruit 
growers, dairy, cleanser and spe- 
cialty product organizations. Liquor, 
beer and ale come second, with nine 
campaigns, most of them placed by 
brewers. 

Transportation’s vital war role is 


“Re 


coated abrasives. 


eye of a common needle—a 


Because this and many 
mean better airplanes and 


Manning is typical of most 


UTSTANDING among the Troy A.B.C. 
City Zone’s many diversified industries 
is Behr-Manning Corp., noted makers of 


pieces of abrasive cloth poked through the 


butterfly and a darning needle they call it.— 
Fitted to a power tool, it permits finishing 
holes too small to work in any other way. 


We Cross Butterflies With Darning Needles In Troy 


here, now at record heights, will continue 


good. 


One of their novel products consists of tiny 


cross between a 


York market. 
other “gadgets” 
armament and 


faster production the growing Behr-Manning 
plant is important to the war effort. 


Behr- 


Troy industries 


which while busy today with essential war 
work will be busy tomorrow on essential 
peace-time products, 


The Record Newspapers, sole Troy dailies, 
enable you to reach “everybody” in this met- 
ropolitan center of 115,000 consumers at a 
single rate of only 12¢ per line—lowest cost 
single-medium coverage of any major New 


THE TROY RECORD 
THE TIMES RECORD 


J. A. Viger, Advertising Manager 


Wages and payrolls 


APPEAL FOR HELP 


FOOD EMERGENCY! 


MORE MEN ARE NEEDED 


TO SAVE TOMATO CROP! 


Vous pape radio maton. have told pow the mony 
of the TOMATO CROP EMERGENCY Camden! Many men 


her work Bours bus ine weed for more mre bendreds more mee 
0 sea) crmeal 

Tomao trucks (rom farms all over South Jersey sad Prmacvivanie 
are will oorergiag 48 codlew mream oe ow epicehag pier 
forms Tomatoes are raal we the eatioe sand your ome tamdy + toed 
mepply The larmers bard woe crop vacrease mun aor go we waste 


There shovld be resened coough far YOU wo come wo work mame 
dewey Remember, hey re good jote we ee eemeica) cedar) 

wt we) prodecnoe aren wage reer No te ewcnnenry 
working coodoos are pieasam ced ube jobs are PERMANENT. 


CVERY MAN IN HOM-ESSENTIAN ACTIVITICOS OF I A 
BON DETERABLE OCCUPATION SHOULD Sart sow! 


CAMPBELL SOUP COMPANY 


A km Comtes BL 


The tomato crop emergency in Camden, 
N. J., was the subject of this newspaper 
appeal by Campbell Soup Co. for “hun- 
dreds more men" to shift from non-es- 
sential jobs to help save farmers’ crops 
from waste. Ward Wheelock Company, 
Philadelphia, is the agency. 


reflected in the five railroad and two 
airline campaigns explored by case 
histories. Public utilities get diver- 
sified representation with two tele- 
phone campaigns, two campaigns 
by electric power companies, one 


| national 
| Camp’s Tenderoni. . 


| the famed Van Camp’s 


by a group of gas companies and 

one by a transit organization. 
Industrial advertising, a major 

phenomenon of wartime newspaper 


| advertising, is represented by one 


steel company campaign, two by 


| makers of machinery and one by an 
| aircraft manufacturer, while similar 


institutional efforts are reported in 
the automotive classification, in- 
cluding two refiners, one automo- 
bile manufacturer and one rubber 
company. 

Two facing pages of the book are 
devoted to each campaign, the left 
hand page carrying illustrations of 
the advertising copy, the right hand 
page the story. Each story follows 
a similar pattern. First the problem 
is stated, then the method used, 
then the results are told. Closing 
each page is a statement from the 
advertiser or agency. 


A Typical Case 


Typical of the treatment is the 
following account of how Van 
Camp’s Inc., Indianapolis, intro- 


| duced Tenderoni: 


“Problem: To introduce and gain 
distribution for Van 
. new product 
created to fill the gap left when 
Pork & 
Beans were swept from the market 


| by government limitations on tin. 


“Method: Market-by-market in- 
troduction of the new product began 
on April 15, 1942, though newspaper 
advertisements were scheduled no- 
where until distribution was 50% 
complete. Starters were 1,000-line, 
two-color advertisements; followed 
by three weekly 200-line insertions 
in each market. Later copy of 84 
lines each was run in each market, 
also on an every-week basis. By 
August, the campaign had been 
expanded to 150 newspapers in 135 
markets. By year’s end approxi- 


Advertising Age, August 30, 1949 


supplemented newspapers in a fey 
markets, but, in most, Ne€WsPapers 
did the introductory job alone. 

“Results: Three and a haj 
months after the beginning o the 
campaigns, dollar sales of Tey. 
deroni were equal to or better than 
the Van Camp Pork & Beans recorg 
in every one of the 135 markets 
thus far developed. At the end of 
the year, Van Camp’s reported the 
same success in all further markets 
opened during the late summer anq 
autumn .. . chalked up its biggest 
wartime problem as wholly soiveq 

“From the advertiser: ‘Newspa. 
pers became the primary medium 
for Tenderoni because of their yp- 
disputed value as an introductory 
medium for new grocery products, 
especially when such products 
really have news value. With 
newspapers we were able to cover 
each market at the exact time when 
distribution became ripe .. . to win 
immediate local influence and mer- 
chandising . cooperation from the 
grocery trade. Naturally, we also 
profited from the fact that our pro- 
gram could be kept flexible as to 
space and éxpenditure, and as to 
the timing of advertisements on 
food pages appearing on or just 
before the best shopping day in 
each market. The _ results have 
proved our formula.’—Ray N. Peter- 
son, advertising manager. Cam- 
paign by Calkins & Holden.” 


Meets Definite Needs 


“That U. S. and Canadian adver- 
tising, in the first full year in which 
both countries have been at war, 
has been able to accomplish so 
much is due in large part,” the Bu- 
reau sums up, “to the farsighted- 
ness and adaptability of both ad- 
vertisers and their agencies—to 
their ability to combine patriotism 
and intelligent self-interest in gear- 
ing their appeals to war conditions. 

“But the success of advertising- 
at-war has also been due to a great 
public awakening, a vast popular 
thirst for information, that has no- 
where been more apparent than in 
people’s interest in and attitude 
toward their newspapers. And no- 
where but in newspapers have so 
many people been able to find— 
quickly and fully and visually pre- 
sented—so much of the vital infor- 
mation they need to carry on their 
homefront tasks. Inevitably, more 
and more advertisers anxious to 
reach the people with informative 
messages have turned to newspa- 
pers. Almost as surely, those who 
have told their stories well in 
newspapers have been rewarded 
with new high marks of public 
attention and response.” 


Forms New Agency 

Midland Advertising Agency, 
Midland building, 176 W. Adams 
St., Chicago, has been formed to 
service distilling and _ restaurant 
accounts. Edmund Deuss, formerly 
advertising manager of Merchants 
Distilling Corporation, at one time 
advertising manager of the Bis- 
marck Hotel, heads the agency, 
which has been named by Carter 
Distilling Company, Madison Res- 
taurant Company, and U. S. Sales 
Agency, all of Chicago. 


Kryst Joins Publication 
Walter Kryst, formerly of Na- 

tional Needlework Bureau, /1as 

joined the advertising department 


mately 250 newspapers had been|of the Variety Store Editions of! 


used. 


Spot radio and car cards| Chain Store Age, New York. 
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BACK Jhe ATTACK 
wth WAR BONDS 


‘Atnerican Ls Y Optic al 


ANY 


— : 
{ Donnelly Adv.) Adv.) 


‘yuluggt other foods! 
J; 


That’s our program. 
That’s the program of business today. 
All of the forces of advertising are marshalled to do the job. 


Government needs advertising to stimulate public response 
to war objectives. WPB, OWI, OCD, WMC, the branches of 


our arméd forces and the Treasury Department look to busi- (aw TLS NAR i allalataBladie ESE itt ate 


( Donnelly Adv. } 
tad ay, 


ness for advertising support in order that our civilian popu- 
lation may be acquainted with ways of making Victory speedy 


and certain. > mp a7 IDLE MACHINES!” : 


Outdoor advertising together with other great media — news- 


paper, radio and magazine advertising — in cooperation with ed NAVY YARDS ba 
advertising agencies has already buckled down to the task of NEED WAR WORKERS 


‘Investigate todey 


developing interest in sponsored campaigns so that govern- Detar cert Po mm 


ment appeals may find potent expression and may spur the ita. ice te wa 


public to action. The War Advertising Council is the spear- 


head in this important movement. SOS SSS SET Rete ee ee eee EEE EEE SEE eee EES 


Seeseeeeeeseeeeeseeeeeseeeeeeseeeseeseeeeees 
John Donnelly & Sons is carrying a heavy volume of war occ cecccccsccccccccccaccccsccsccescecccces 
Seeeeeeeeeeeeeeeeeeeeeeaeeeeeeeeeeeteseeeas 
effort messages. Our advertising facilities have gone to war 
in the true sense of the phrase. We pledge our best to see to a a 


it that there is a war message in every ad. 


What did you do today 
rer Free fie a 


In order that we may sefve to our fullest capacity, the 


* 


manufacturing, designing and engineering facilities of 
the Donnelly Electric & Manufacturing Company, a division 


cayenian capentee esos 


TIME MORSES AIDES 


_— ROSS V LICEETER SL norm 
I me on RED or wey Oh om 


[ONDON HARNESS CO."ama" 


Seeeeaseeeseetse tesa eeeeeeeeees eee esses esses 
Seeeeseesseeeeseeeeeesesesseeeeseeseeeeees 
eeere eee sees eee eee ewww eee eee eee eee eee eee 
SRP C eee eeeseeeees ee eee eee eee ee ee eee eS 
PRR PE URE SESR SESE EE EE EEE 


of John Donnelly & Sons, are also at war, being exclusively 
devoted to war production, working full time at full speed 
for Uncle Sam. 
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‘Reader’s}Digest’ on Dentifrices 


The second article in the Reader’s 
Digest series on actions by the Fed- 
eral Trade Commission against ad- 
vertisers endeavors to “take denti- 
frice ads to the cleaner’s,’ but 
about all it accomplishes is to show 
that the Digest is so engrossed in 
finding something to criticise that 
it completely misses the most sig- 
nificant fact about dentifrice adver- 
tising—that it has been a powerful 
factor in improving public health. 

Reader’s Digest has shown great 
interest heretofore in contributions 
to public health made by many 
professional men and other work- 
ers, and it seems strange that in 
considering dentifrice advertising it 
did not make immediate and proper 
acknowledgment of the part it has 
played in increasing public interest 
in oral hygiene and in making 
dental services more interesting and 
important to people in all walks of 
life. 

While it is no longer contended 
that a clean tooth never decays, it 
is certainly true that proper care of 
the teeth is not only an aid to good 
looks but to the general health. 
Every advertisement which stimu- 
lates interest in a healthy mouth is 
a contribution to public health, and 


every time a dentifrice advertiser 
says, “See your dentist twice a 
year,” he is serving the interests 


We still have far too many people 
who are not educated on public 
health subjects, and advertisers are 
doing more than any other one 
group to make them aware of their 
importance. When Calox urges the 
public to have teeth like the stars, 
it is at least making them realize 
the advantages of cleanliness and 
oral health, but the FTC and Read- 
er’s Digest see only a claim that 
cannot be literally fulfilled. 

When Reader’s Digest attempts to 
make a case for the type of legal- 
istic prosecution which the FTC 


aims against advertisers, it fails to} 


realize that much of the work of 
this government bureau is directed 
specifically at unfair competitive 
practices in the advertising field. 
This is important to business, but it 
is of relatively little concern to the 
public. A dentifrice ad might be 
unfair to competition by making 
claims of exclusive benefits, with- 
out in any way reducing its value 
in increasing use of a product which 
would actually protect the teeth 
and promote the health of the user. 

Like the FTC, Reader’s Digest 
can’t see the forest for the trees. 
Its “crusade” is giving it an oppor- 
tunity to throw rocks at advertisers, 
but is contributing little to its repu- 
tation for fairness and intelligence 
in dealing with subjects of broad 
public interest. We suggest it start 


not only of the dental profession, | using a telescope instead of a micro- 
| scope. 


Food Fights for Freedom 


but of the public. 


The program of the War Food 
Administration to enlist all of the 
food industry, 
turers, distributors and retailers, in 
a broad campaign of public educa- 
tion and information will, we pre- 
dict, meet with success for the spe- 
cific reason that it brings into play 
all of the advertising and promo- 
tional devices which have been 
found successful in commercial 
practice. 

The fact that the WFA has en- 
listed able and practical merchan- 
dising men to carry out the pro- 
gram, and that these practical 
executives are using the same tech- 
niques which they have found suc- 
cessful in their Own business ex- 
perience is a guarantee that the 
objectives of public education and 
cooperation which have been set up 
will be achieved 

Vernon D. Beatty, advertising 
manager of Swift & Co., who has 


serve as advertising director of the 


| War Food Administration, is typical 
including manufac- | 


of the fine ability and experience 


|/now organized to promote the pro- 


gram. 


been well organized, and in which 
details have been carefully worked 
out so that every factor in the food 
picture will have proper and expert 
attention. And every advertising 
man knows that it is the combina- 
tion of many details which adds up 
to a successful campaign. 

With the coordination of general 
and local advertising, store displays, 
consumer material and hard-hitting 
trade support, the importance of 
producing, conserving, sharing and 
using food in the best possible way 
will be sold to the American public. 

Here is a fine example of business 
ability and experience being used 
to promote an important war ob- 
jective. We can use more govern- 


been given a leave of absence to| ment campaigns of this character. 


Teoamepics 


CF 


—Liberty 


“A man's aotta make a living somehow.” 


Speaking Out 

The individualists still exist, in 
sufficient numbers, in the U. S. A. 
And we’re thankful that they do, 
because they indicate that the spirit 
of the pioneers and the spirit of 
free speech are very much alive. 
Take the advertisement from the 
Golden Rule Sheet, Medina, O., 
which D. B. Hause of Armour & 
Co.’s advertising department sent 


Food Fights for Freedom is | 
one government activity which has | 


us the other day. 


| Battle Creek Food Store, has some- 
| thing to say to his fellow towns- 


Jack Davis Thinks and Writes~ 


‘That Wallace, the old Secretary of Agriculture politically dend Yeu wait and are! 
Jack can't remember that wheat was only STe s bushel when Wallace took charge 
Don't be foaied now and get groggy and ugly tecasse he and Roosevelt are trying to 
beep thie war from guing to the Devil Wife the inst one did = Let ws predict “that 
Wallace will have « lot to any about what bind of « world we are to have when Hitler 


of; labor high, and what © makes cheap = Well, | told you om, if only, ote Sere we 
wanted to build » hospital when Rab Bowman offered 3 to 5 acres with sewer FREE 
and laber and material were champ, bet — Well we got the Permit F HA house 


(nearty all empty) traiter camp amd Durkies (wenty or twenty five ¢-tumnity fate and 
should have & school house for colored kids, ton, while we wait Tor Good Ol Uncle 
te forward his $44,000 toward the $164.000 Meapiial Fund When Uncle pays we pay 
too Bren if we have to buy bonds to help hime owt 


Se pou see we can't here just whet we want all the time, and new while the biggest 
and moet territhe war the world has ever bnown is gn to de whet we did mot finish or 
© © Go bes, Or ted Ge ©. 6 Ca ee 80 a Om, TH eager enw tee 
Gevcepet, Lat we tee We it that Chie tee t's FIRED RIGHTfer your bey ant 
oar bey must never face such « foolish thing again «We must Eye more beatae and 
heme bullets; more Good and lest gold. more henven and lew bell Se as long as you 
= get & HO LOAF OF DUTCH OVEN BREAD Geet & o bed) fr 16 ant ey 
home and eat it while some are dying far from home and loved one, YOU KEEP 
| QUIRT —Dow't holler because you can't get Tibome stanks or chemiate candy, and 
whipped cream om your pie, or butter « half inch thick on thet Dutch Oven Bread — 
et chee eed thank Ged thet whet pou qpere may cove pour brother & bet ad bey 
the goed wil of cur enemies, which may cove © bettie and & brother 


We have « ot of GOOD THINGS TO EAT ALL THE TINE WE HAVE TOULET 
SOAP, 6 BARS ic, to keep you can and come lnundry emp to beep your clothe 
coean, © with clean hands and » clean heart what more Gof) Gad require of Uber’ 


Pelton’s Grocery, Bakery, Meat and 
Battle Creek Food Store 


men, and he says it in his adver- 
tising. It may not be elegant typo- 
|graphically, and maybe 
you as more humorous than signifi- 
cant, but to us it seems both humor- 
ous and significant. 

Mr. Pelton thinks Jack Davis 
(pedigree unknown to this writer) 
is wrong about Mr. Wallace. “Jack 
can’t remember that wheat 
only 37c a bushel when Wallace 
took charge,” says Mr. Pelton. 
“Don’t be fooled now and_ 24get 
groggy and ugly 
Roosevelt are trying to keep this 
war from going to the devil like the 
| last one did. . . Let us see to it that 
this time 
your boy and our boy must never 
face such a foolish thing again. We 
must have more brains and less 
bullets; more God and less gold; 
more heaven and less hell. So as 
long as you can get a Bic LOAF or 


Mr. Pelton, of | 
Pelton’s Grocery, Bakery, Meat and | 


it strikes | 


was | 


because he and | 


Ad-libbing 


with clean hands and a clean heart 
what more doth God require of 
thee?” 


The X’s Have It 


An ADVERTISING AGE editor, no 
doubt a bit daffy with the heat, is 
beginning to wonder if the strange 
fraternity which manufactures 
names for new products has run out 
of ideas. His wonderment is caused 
by the fact that he has found an 
extraordinary number of new, or 
reasonably new products currently 
running promotion in the New 
York papers whose names end with 
— 

A sample list, gleaned in half an 
hour: 

Chemex (coffee maker). 

Cakex (imitation vanilla flavor). 

Silex (you know that one). 

Vegex (meat flavorer). 

Torex (another of the same). 

Zorex (ointment). 


Peace and Quiet 

Your Ad-libber, who shifts from 
sucker to cynic and back again on 
alternate days, had a refreshing ex- 
perience the other day in talking to 
an agency man who didn’t want his 
name in the paper. 

A good-sized company, which has 
been an account of his for several 
years, was acquired recently by a 
good, bigger business. “Yes,” the 
agency man said, “we're still han- 
dling it—at least Jim Smith says 
so,” naming the president of the 
bigger business. “But don’t men- 
tion our name. We've got the ac- 
count—we’re getting along all right. 
and perfectly content to be quiet.” 
He seemed awfully wise to us, and 
provided our sucker complex for 
the day. 


Jottings 

Rules against employment adver- 
tising in Canada have been eased 
somewhat. Henceforth employers 
may advertise for help when Na- 
tional Selective Service is unable to 
fill the bill. But NSS still reserves 


|the right to prohibit newspaper ad- 


it’s FINISHED RIGHT, for | 


vertising — classified or display — 


| wherever there is an acute shortage 


DutcH Oven Breap (best to be had) | 


for 10c and stay home and eat it 


while some are dying far from 
home and loved ones, You KEEP 
QuiET. Don’t holler because you 


can’t get T-bone steaks or choco- 
late candy, and whipped cream on 
| your pie, or butter a half inch thick 
on that Dutch Oven Bread — eat 
oleo and thank God that what you 
spare may save your brother in 
battle and buy the good will of our 
enemies, which may save a battle 
and a brother.” 

And for good measure, Mr. Pel- 
ton ends up with this poignant 
paragraph: “We have a lot of Goop 
THIncs To Eat ALL THE TrME. WE 
Have Tortet Soap, 5 Bars 25c, to 
keep you clean and some laundry 
|soap to keep your clothes clean, so 


of workers. Previously, help adver- 
tising could be run only for domes- 
tic and kitchen help for hospitals, 
orphanages, etc., 
over 60 years old... 

Postwar Note: The committee of 
the London Column Club, the lead- 
ing British club connected with 
advertising, has decided to extend 
honorary membership to members 
of advertising clubs throughout the 
world who visit London during or 
after the war. The Column Club, 
ADVERTISING AGE’s London corres- 
pondent tells us, is on the second 
floor of St. Bride’s House, Salisbury 
Square, right in the center of Fleet 
St. and all its activities. It has a 
well-equipped lounge, dining room 
and spacious bar... 

The Guide-Tribune, Fremont, 
Neb., has at last achieved the im- 
possible. It has published an 11- 
page paper—10 full pages and two 
half-width pages, thus saving a 
page of paper... 


and for females | 
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Information 
for 
Advertisers 


The following documents ; ay be 
secured without charge from com. 
panies sponsoring them, or ° rough 
ADVERTISING AGE, by any hations 


advertiser or advertising geno, 
executive writing on his busines. 
letterhead. 

No. 2217. Selling Grocery Prog. 


ucts in New York. 


The New York World-Te!egray, 
has issued this study of the selec. 
tion of media by grocery product 
advertised in the New York area 
correlated with advertising costs 
The data were taken from the “Ney 
York Merchandise Inventory,” 
continuing study of consumer sale: 
in 200 grocery stores selected as ; 
cross section of all groceries in th, 
14 primary New York marke: 
counties covered by the inventor, 
Colored charts indicate the percent- 
age of each product’s total Ney 
York advertising investment tha: 
was allocated to each of the foy 
basic media — newspapers, rad 
time, magazines and Sunday sup- 
plements. 


No. 2218. 120 Minutes to Measur 
Three Million Lives. 

Station WEEI, Boston, has issued 
this new study of early morning 
listening habits, 6 to 8 a. m., show- 
ing habitual early-morning listen- 
ing, percentage of listeners in ea 
quarter-hour and percentage of list- 
eners to each station for the entire 
period. 


No. 2819. Pensacola Market Data 


The story of Pensacola’s growt 
is told in this folder issued by the 
Pensacola News - Journal, whic! 
gives a lot of market facts includ- 


ing the number of ration books 
issued, increase in telephone in- 
stallations, postal receipts, bank 


clearings and other indexes of busi- 
ness activity. Circulation figures 
are given for the morning Journal 
evening News and Sunday News- 
Journal. 


No. 2820. Travelogue. 

| The Philadelphia Inquirer has 
issued this reproduction, in reduced 
size, of one of its issues to take the 
reader on a “travelogue” throug! 
its pages. Makeup, editorial han- 
dling, features, advertisers and lin- 
age figures are pointed out along 
the way. 


No. 2116. A Few Minutes with the 
Editor. 


The Saturday Evening Post ha 


gives in detail the findings on in 
creased readership resulting from 
the changes effected by the Posts 
new editor. Starting with photo 
graphs of the editor and his staf 
at work, the brochure outlines the 
editorial philosophy behind the ne\ 
| Post and records the progress 
|carrying out the changes. 


No. 2142. It Just Grows and Grow’ 
The Star Weekly, Toronto. | 
issued this circulation analys >: ») 
provinces, major city markets. an 
in cities of 10,000 to 25,000, sh wins 
| total families, English families. ©! 
culation and per cent of covers “e 
English-speaking families in the 

Dominion. 


No. 2177. “Your Neighbor La 

Station WNAX has issued 
folder describing “Your Neig ‘1%! 
Lady,” women’s participating 
gram, directed by Wynn Hue 
Successes are recounted, and | 3 
for participation are given. 


|No. 2111. The Story of the Tea 
Foghorn. 

| Free & Peters has issued thi: 
chure, which tells the sto! 
|Sonovox, the acoustical de\ 
ment which puts the voice of a! 
any kind of animal, machi 
musical instrument into words 
ithe story, specifically, of Lv 
| Brothers’ use of the device fo! 
Lifebuoy program. 
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i ea should have honest information. 


©@ The American people 


ie a They should have also — from authoritative sources — a clear 


reduced 
ais | Ne a . : : ‘ 
ae how interpretation and analysis of that information. 
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- beings can be trained to change. |the factors that we have to build| Nichols Does Calendar ‘Soap Consumption Hj 
Kettering Sees “Whatever we do we will have to| the future—people and things and ene Nichol ell-k artist |» Re bb M a High 
do against great resistance. Because |climate—then we can go ahead and) | .~ , cone ats in ye tay four| ubbder Manutacture 
Great Progress people don’t like to change their|do a good job. But we must always | 28s been co 


ee é An estimate by the Federa) Ry). 

. minds. This will come from the|remember that what we think is pace Re Rig Been oo ber Reserve Company that — 

in Postwar World | people who know so much about the| perhaps the most important. What! e°yj;man, Greyhound agency. 000,000 pounds of soap annually ;. 
difficulties of doing anything that| we must do is to set our course, not . 

Boston, Aug. 25.—Every manufac- ig te Sere 


required in the nation’s synthetj, 
turer and every industry in the | they are going to be afraid of the|a random course, not a _ wishful- 


. rubber production, was cor irmed 
~winadl . oi t ds everrthin jnew thing because they think it|thinking course, but a course that |Metal Directory Out last week by Roscoe  §E lund. 
: c =, - = fete Pho haem oduee | won't work. But when you get down/|will get us to the destination we Atlas Publishing Company, New | Manager, Association of Americar 
ton after ne close of the Sn and | ‘© finding out what you know and | want. . ; York, has published the ninth edi- Soap and Glycerine Produce: New 
thereby provide employment, what you don’t know, there is so “I think that with the energy, the tion of “Standard Metal Directory,”| York, in a memorandum all 
Charles F. Kettering, vice-president much more on the don't know side|faith and determination which this/a reference book for the steel and members of the soap and glycerine 
of General Motors in charge of re-| that we hesitate to call it to people’s | war has proved that free men of all| metal industries. industry. 


search, declared last Sunday in a attention. The real difference be- nations possess, we can take this 
radio ” address presented by the tween those who do things and|mysterious future, which isn’t very 


————— Most of this soap, according t, 
World Wide Broadcasting Founda- | those who don’t is that the ones who |clear, and carve out anything that Rayley Joins Western 


s 


Mr. Edlund, goes into synthetic 


rubber in war materials. He sajq 
tion of Boston, in collaboration with|@0 things try, and fail, and try|human imagination can think of,| John F. Rayley, real estate editor|that 105 pounds of soap are re. 
the Carnegie Endowment for Inter- | @8ain. provided it is worth carving out and|of the San Francisco News, has| quired for the construction of a 2¢_ 
ational Peace. “I believe that the future can be|is a benefit to the human family,| been appointed sales representative | ton medium tank and 192 pound 
“It is just as important to indus-|almost anything we want to make|/and, also, provided we are willing/in northern California for Western|are necessary to build a rubber 
ae try to have people employed as it is|it, and if we take into consideration |to work for it.” Newspaper Union, San Francisco. | pontoon bridge. 


to the people themselves,” Mr. Ket- 
tering assured his listeners. 

“Once the war is over, how long 
do you think it’s going to take 
American industry to change back 
again to peacetime production for 
civilian needs?” Mr. Kettering was 
asked on the “Beyond Victory” pro- 
gram, a series that is being short- 
waved throughout the world and 
broadcast each week over 160 sta- 
tions in the United States. He re- 
plied: “It depends on when and how 
the war is going to close. I think * * 
that if it’s evident five or six months ¢ ¢ ») 
maaan of te ose ea Will you be warm next winter 
that it’s going to close, then you’ll e 
have time to readjust, and the mili- 
tary people can advise you when to 
start reconverting. But if it should 
stop very suddenly, you won’t have 


Peteiekacsas | Here’s help r 


“We have two kinds of people 
who talk about a postwar world,” 
Mr. Kettering declared. “There are | 
those who look into a crystal ball 
and see a world entirely different 
from what we now have, and those 
who look down into the great cold 
places where worlds go when they 
are finished. I don’t believe either 
one of them is right. I don’t believe 


a. ott have a new wertd. or a WY JE MADE out all right last winter even 


much different world, and I don’t 


believe that our present world is though fuel rationing came on us sud- 
going all to pot. The main factor 

we will all have to deal with after ‘ . 
the war is the rate in which human denly. For, thanks to suggestions we found in 


Better Homes & Gardens, we'd already put our 


furnace in shape to get more heat from less fuel. 


“When this year’s freeze-up comes, we're really 


For Al TIP 


Buyers of Advertising 


going to be ready for it. For one thing, thanks to 


Better Homes & Gardens we know more about 


Not a gamble, but a legiti- . . : 
oa [ e-toc “wl an = running our furnace. And we're following the 
advertising dollars. 


| fuel saving ideas in this family-service magazine ~ . 
NEW BEDFORD SS 

| 

| 

| 


healthful X 
MASSACHUSETTS to make our home more comfortableand healthfu 


th LARGEST 
— MARKET 


in 
Massachusetts 


Largest with single ; ” 
— : ns. 
newspaper coverage . . . next winter—thanks to Better Homes & Gardens 


without the benefit of sweat shirts and snuggies. 


“I’m certain that thousands of American fam- 


ilies, like ours, will keep warmer on less fuel 


96°, Coverage City Zone 
81°. Coverage City and 
Trading Zone 


58,000 FAMILIES, OVER 
50,000 CIRCULATION! 


PAYROLLS and . 
POPULATION 


rp hy Better Homes G Gardens’ 


* 


000.00, a gain of 19% over ‘42 , 
’ and 170% over 1939. According America’s Family-Service Home Magazine g 
to local assessors’ check of popu- 

lation New Bedford shows a gain 


3S 
* 
over 1940 census of more than ‘ , 


| 5.000. Now over 115,000 total. 


Sanat es _ 


Represented by Gilman, Nicoll & Ruthman | 
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. stressed in the advertisements. The a | Seymour A ints Howard 
gh New Magazine close economic relationship between CFAC Bowlers Pl n New Study of N. Y. Seyenuur hee Company Chi- 
e gem and industrial diamonds will Sixth Annual League Ma k t Statistic ean” ie cuticle tee F aa 

Schedule Set by also be pointed out. ae The bowling league of the Chi-| rke Ss ‘ard Advertising Agency, Chicago, 
~ . Illustrations will be paintings by| cago Federated Advertising Club| D ili 'to handle its account. A test cam- 
100,- D Beers Mines top-flight artists, with subjects be-| wij] open its sixth season Monday, Made by aes | paign using radio and direct mail 
ally is e ing about equally divided between Sept. 13. There are a few openings New York, Aus 25 a in the Chicago area on behalf of 
metic philadelphia, Aug. 26.—A new| feminine figures and famous) for teams representing advertising | issue of the New York City Market|See-More all-purpose cleaner and 
irmed mpaign of eight full-page four- churches and cathedrals. The) agencies, publishing companies or|'s°"\ 0. third in the series, was|See-More venetian blind cleaner 
lund, ‘jor advertisements in national schedule includes Life, The New| concerns in the graphic arts. Team | vulageed’ thie week. The Market | has begun, with plans to extend the 
erican sazines has been scheduled by Yorker, The Saturday Evening Post applications may be obtained by | Analysis nan teat prepared jointly | program nationally. 

New "Beers Consolidated Mines, Ltd., and Time. calling Joe Hennessey, Webster by four New York newspapers, the | iouiainntainiiiess 
~ through 8, tit the a — a Senta Will bowl every Mon- Times, Journal - American, Mirror Spri P Flvi P 
_ Co wl wn : ; fews. iss is = 

oa and investment values of Conkey Promoted day night at the Playdium, 2625 N. sane coat 4 ‘yeas. ‘The lh oe pringer Joins ; ying sf 

Z to 4.amonds, with special emphasis Albert D. Conkey has been/ Clark St. book contains more than 250 pages William M. Springer, formerly 
n thetic ‘oon the added significance in war-| elected vice-president of Ralph L. af eslened maps pictures and text, | Western manager of Southern Agri- 
le said me of a fine diamond solitaire as| Wolfe & Associates, Detroit adver- NAEA t Meet in noanertien tam marek aktien culturist, has joined the sales staff 
re r . ie -| tisi . Mr. Conke who ° ‘ preparing - ¥~|\ of Ziff-Davis Publishing Company 
re Te lasting symbol of love and affec-| tising agency > - f : | sis, every census tract in New York ag 
f a 28. -on. The church wedding and tra-| has been an account executive, will! The fall meeting of the News- | City was visited by investigators | to represent Flying in the Chicago 
Pounds tional matrimonial forms and_| direct merchandising and advertis- paper Advertising Executives Asso- for the newspapers participating | territory. 
rubber ~emonies, as safeguards of the|ing plans for a number of the) ciation has been tentatively set and edie aauiliam Ger Gis GERana ie Ga 

netity of marriage, will be agency’s accounts. | Oct. 5-6 in Chicago. U. S. Census, with complete data 

<n - 


furnished for this study by thou- 
sands of census tracts. 

In any careful consideration of 
New York as a market, the city 
| must be broken down into sections, 
| sponsors of the study state. The 
market analysis has divided the 


| city into 116 districts, to aid adver- 
| tisers in getting a proper picture of 
the metropolis. 


Since the previous analysis, is- 
sued in 1933, two districts have 
been added, due to development in 
the Borough of Queens. Each dis- 


e 
|trict is a natural neighborhood. 
Most of them have their own retail IS 


| business areas. 

Information provided for each 
| district includes population, with 
| figures showing native white, for- 
eign-born white, Negro and other 
races living in the district. The| 


number of families is listed, the| 
home-owners, and the tenant fami- | 
lies. The number of families by} 
expenditure groups is shown, and 


colored district maps show the dis- 
tribution of the expenditure groups. 
| Statistics indicate the median fam- 
ily expenditure and the average 
family expenditure. Residential 
| structures are indicated with sta- 
| tistics for one-family houses, two- 
|family houses and apartment 
houses. 


Enormous Value of Data 


The maps, in six colors, show the 
detailed expenditure situation for 
each district, and more than 100 
pages of pictures show, through 
photographs, the characteristic ap- 
pearance of each district. 

For the five boroughs of New 
York City considerable more mar- 
ket information is shown; manufac- 
| turing statistics, wholesale and re- 
tail trade figures, sales and outlets 
in major retail classifications, and 
miscellaneous market data. 

The newspapers participating in 


the study spent $50,000 in prepar- 
ing and publishing the Market An- 
| alysis, which is priced at $10 a copy. 


| Where it is to be used for practical 
marketing and advertising purposes, 
however, the newspapers partici- 


| pating plan to supply copies without hi) bars 
charge. 


| Lund Leaves WPB 


a [hl Cam-= the Nal 


| paign manager of WPB conserva- 
tion programs, has transferred to 
OPA as campaign manager for fuel 


. 
| oil, tires, gasoline, car-sharing and | 
stove rationing. He replaces Jack | ranciscd 
Trow, formerly of Maxon, Inc., who | 
is now with the OWI overseas| 
branch. Mr. Lund is serving under 
Bart Cummings, chief of the OWI bd 
bureau of campaigns. His first 
project for OPA will be the stove 
rationing program scheduled for 
' - ' A : RE ee late this month, which will explain 
ade * ), = lien the machinery of the new OPA 
. 4 a ‘ stove rationing order, and urge 
f 4 z conservation of stoves now in use. | dS bell 
ae 4 : At the time of his transfer from 
TEER Os Bs dalek fe si | WPB, Mr. Lund was setting up the | 


current tool conservation campaign 
|now being conducted by that 


+ 
agency. Before joining the govern- 
ment last fall, he was advertising | y Ad iil 
promotional manager of Parker Pen 


Company and previously was ac- 


thanks to ae 
samt execu wih the Hoar 
Better Homes & Gardens” SS pewspaper 


Jacobs, Omaha. 


No matter where you go these days, you'll everything that affects home life today— Jones Chesen by Three 
hear that statement. For today, Better Homes meal planning, home maintenance, garden- Sabin Robbins Paper Company, 


e ° ° 
, . , ay ‘ , Cincinnati, has appointed Ralph H. 
& Gardens is considered the family-service ing, home furnishing, child care, canning ms il ifs field 


Jones Company, Cincinnati, to 
magazine that is helping most in the adjust- and preserving—Better Homes & Gardens, handle its account. Business papers 


Ste fi arti iwi ith i r-sighted edit- and direct mail will be used. Philip 
ment of family life to wartime living. Its with its broadly planned, far-sig ' ee eee ore a ae 
readers rely on Better Homes & Gardens ing, is regarded as the friendly authority. No 


Company, New York, will handle 

for advice on family living problems. In wonder its reader intensity has increased 24%. campaigns for Secrets magazine, 

: Periodical House, New York, and 

Flying Aces by Magazine Publish- 

ers, using business papers and 
direct mail. 
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‘Look’ Magazine 
Adds Four to the Staff 


Look has announced that William 
Kostka, formerly publicity director 
of WBC and the Institute of Public 
Relations, and former managing 


been appointed assistant to Daniel 
D. Mich, Look’s executive editor. 

Jack Guenther, former sports edi- 
tor, has been named West Coast 
editor and will assume his new 
duties Sept. 20. Frank Grahan, for 
years leading sports columnist of 
the New York Sun, becomes Look’s 
new sports editor. Helen Thompson, 
formerly food editor of the Woman’s 
Home Companion, was appointed 
food and homemaking editor. 


ling Women While é 
They’re Young 


Published by GIRL SCOUTS .« 
155 E. 44th Sc., New York 


: Member of 
THE YOUTH GROUP 


200,000 ABC! 


} 
| 


editor of Fawcett Publications, had til 


| 


New Calvert 
Campaign to 
Break Sept. 13 


New York, Aug. 25.—Calvert Dis- 
lers Corporation has completed 
plans for a nationwide advertising 
campaign which will break Sept. 13 
in a list of 228 newspapers, it was 
announced today by Thayer Ridg- 
way, vice-president, Lennen & Mit- 
chell, on his return from Chicago, 
where he convened with Calvert 
executives to discuss liquor distri- 
bution and production problems. 

Designed to encourage public sup- 
port of government drives, such as 
war bond sales, manpower, war pro- 
duction and food conservation, the 
only identifying marks to be carried 
in the advertising will be the com- 
pany’s owl trademark, and the Cal- 
vert signature. 

Following initial insertion on Sept. 
13, advertisements will appear in 
papers in larger cities twice every 
week and in smaller cities once each 
week, based on a 40-week schedule. 
Space units of 200 lines will be 
used. 


Pennsylvania-Central 
Seeks Expanded Air Lines 


Pennsylvania - Central Airlines, 
one of the leaders in the field of 
short haul air transportation, last 
week filed application with the 
Civil Aeronautics Board proposing 
to link its main terminal in the 
nation’s capital with New York and 
Boston and from these major points | 
offer service to a group of cities| 
which have demonstrated a need | 
for more frequent service and con- 
nections with other cities in the 
United States, according to PCA 
president C. Bedell Monro. 


Named Ad Director 


Esther Podester, for many years 
associated with the Hearst enter- 
prises, has joined John Wanamaker 
as advertising director of the New 
York and Philadelphia stores. 


WAR EFFORT SERIES 


| Remember. 


new ones are 
hard to get! 


} 
| 
| 


THEN you put away your garden hose 
for the season—coil it neatly and 
store it in a cool, dry place. Take good care 
of all household equipment. Follow the 
maker's instructions for use and maimte- 
nance. You serve when youvouserve 


Cz'vert Distillers Corp. will release a 40- 
week patriotic campaign in 157 news- 
papers starting Sept. 13, in which the 
Calvert signature and the owl trade- 
mark will be the only commercial marks. 
The 200-line advertisements, smaller than 
previous campaign space, will appear 
several times a week. Lennen & Mitch- 
ell, New York, is the agency. 


‘Reader's Digest’ to 
Publish Arabic Edition 


Reader’s Digest has announced 
publication in Cairo, Egypt, of an 
Arabic edition, which made _ its 
debut Aug. 25, 1943, dated Septem- 
ber. First issue is 100,000 succeed- 
ing ones 50,000. 

Advertising is accepted for full 
pages only, at $200 per page, with 
a three-page minimum order ac- 
cepted. 


Lever Bros. Will 
Spend $50,000 On 


‘Miss America’ 


Atlantic City, Aug. 25.—A $50,000 
promotional contract providing a 
nationwide tour for “Miss America 
—1943” has been signed by the 
Atlantic City Beauty Pageant board 
of directors with the Lever Broth- 
ers Company, Cambridge, Mass. 
Harry L. Godshall, president of the 
contest directors, made the an- 
nouncement today following com- 
pletion of contract negotiations. 

Lever Brothers will finance the 
beauty title winner’s 90-day tour 
of the 50 largest cities in the nation, 
during which “Miss America” will 
make personal appearances at each 
city’s largest department store to 
sell war bonds and stamps and lec- 
ture on health and conservation. 

Full - page advertisements in 
newspapers of each city visited will 
herald the arrival of Atlantic City’s 
Pageant winner and a _ similarly 
extensive radio campaign will pro- 
mote the tour, terms of the contract 
provide. 

The new “Miss America” will not 
be connected with the sale of the 
company’s products, her appear- 
ances being limited to stressing the 
value of good health and conserva- 
tion as aids to the war effort and 
the autographing of photographs for 
war bond purchasers at _ special 
booths in the department stores. 

In addition, she will appear in 
specially - arranged programs at 
service camps throughout the coun- 
try. An expensive wardrobe will 
be prepared for her at the begin- 
ning of the tour, in New York City, 
and a second upon its completion, 
in Hollywood. 

“Miss America,” herself, will re- 
ceive a lucrative contract for the 
tour and will be accompanied by a 
stylist, a home economist, a pub- 
licity director and a _ chaperone. 
Leonora S. Slaughter, of Atlantic 
City, executive director of the 
Pageant, will also accompany the 
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winner as promotional agent 
next year’s beauty contest. 
Approximately 35 beauty +; 
winners representing states or <e 
tions throughout the country 
compete for the title “Miss Amerie. 
—1943” in Atlantic City d 
Beauty Pageant Week Sept. 7- 


Rice Honored 


Walter C. Rice, advertising ; 
ager of the Leader-Post, Rep», 
has been elected president of 
Western Canadian Daily Newsp 
Advertising Managers’ Association 
B. M. Carter, Province, Vancou 
was named chairman of the nati: 
advertising committee. Vice-presj- 
dent is A. H. Middleton, Vancoy)»e, 
Sun; secretary-treasurer is Rex 
Werts, Vancouver News-Herald anq 
Albert Hulme, Star-Phoenix, Sas. 
katoon, exhibits chairman. 


You know Battle Creek's cereal! 
industries, — everybody knows 
about Corn Flakes and Postum. 
But you may not know about 
100-plus other factories building 


war equipment. Factory workers 
average over $55.00 a week. 


THE BATTLE CREEK 


ENQUIRER «4*> N 


IDEAS to make a network 


...here’s another from Columbia - Pacific 


William Winter is an elegant news analyst. For years he was on a 
station in the South (Columbia’s WBT). So good were his keen 
analyses, so superb his delivery, that Crossley reported 78% of the 
available audience tuned to his program. 

Idea #1. We brought him West. Put him on Columbia Pacific. 

Idea #2. Why not combine a brilliant analyst with straight news 
when news is hottest? News—then crisp news analysis? Why not? We 
had originated this combination; it had worked; it had already deve'- 
oped the highest ratings earned by any five-a-week daytime prograi 
broadcast regionally on the Coast. 

Into such a combination we scheduled the seasoned analyst Willian 
Winter. So today, throughout the State of California, all CBS station: 
carry five minutes of straight news at 10 p. m. immediately follow! 
by William Winter with ten minutes of incisive news analysis. 

It’s another example 
of sensible Columbia 
Pacific ideas. Get the 
right ideas to seven 
million people and 
they line up to buy! 


A DIVISION OF THE COLUMBIA 
BROADCASTING SYSTEM 
Palace Hotel, San Francisco 5 e Columbia Square, 
Los Angeles 28 « Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS. 
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of THE DALLAS 


utstripping the Average 


of Newspapers in 


RETAIL. During the first half of 1943 The News 
made a 2% gain in retail advertising, while the 
§2-city average was only 1.6“. 


DEPARTMENT 


STORES. In department store linage The News’ per- 
centage gain was nearly double that of the other 


cities: The News gained 7.9‘ 5 §2-cities’ aver- 


age gain, 4.3“. 


AUTOMOTIVE. In the advertising of the automo- 
tive industry The News far outstripped other 
markets. Nees’ gain, 90.2°°; §2 other cities, 


20.6‘ CO» 


FINANCIAL. — In financial advertising The News 


gained 17.20; other cities average loss, 6.3 °c. 


TOTAL 
GENERAL 


ADVERTISING. In general or “National” adver- 


tising The News showed 27.3ce increase; aver- 
7+: 


age of 52 other cities, 24.3%. 


TOTAL 
DISPLAY 


ADVERTISING. The News’ increase in total dis 
play advertising was 8.7°¢, compared with an 


average gain of 6.4‘c¢ by the other cities. 


In ALL of the main classifications 
of display advertising The News is 
running well ahead of the average 
American city, in advertising gains 
compared with a year ago. 


The Dallas market is on the move! 
The News influences more buying 
power today than ever before. And 
—this is not merely a war boom. It 
is permanent growth of a great 
market — unquestionably destined 
to be one of the bright lights of 
tomorrow’s national picture. 


in 
America 


The Sunday Dallas News 
Stands FIRST in the U.S. A. 
in volume of 


AUTOMOTIVE 
ADVERTISING 


Leading the second paper 
the Cleveland Plain Dealer 
by nearly 14,000 lines. ( First 
six months of 1943.) 
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18 
Uses Cartoon Ads 


Sheffield Farms Company, New 
York, will use a cartoon technique 
in its advertising in New York 
newspapers to call attention to its 
new radio program, “Guess Who?” 
beginning Sept. 1. Heard on Sta- 
tion WOR, New York, the program 
will feature dialectician Peter Don- 


ald. N. W. Ayer & Son is the 
agency. 
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150 Advertisers 
Tell Treasury of 
3rd War Loan Plans 


Huge Promotions 
Developed by 
National Advertisers 


Washington, D. C., Aug. 25.— 
More than 150 national advertisers 
have promised the Treasury that 
they will “back the attack” during 
the 3rd War Loan drive in Sep- 
tember with special war bond mes- 
sages in their paid space and radio 
time. 

The list of cooperating firms, 
reading like a “Who’s Who” in 
American advertising, was compiled 
from letters in the hands of Thomas 
H. Lane, chief of the Treasury De- 
partment advertising section. Plans 


include special copy and _ special 
space in all media. 

Treasury has already placed its 
special September “This One’s 
Going to Hurt” ad in 205 national 
magazines, over 500 trade maga- 
zines and 60 farm papers. The 
amount of newspaper space devoted 
to the drive cannot yet be esti- 
mated, but it is believed that it 
will equal, if not surpass the 72,- 
000,000 lines of daily and weekly 
display space used in the 2nd War 
Loan Drive in April. 

Many special war bond advertise- 
ments will run in September and 
October magazines, appearing on 
the newsstands in the next four 
weeks. Here are a few examples 
of those who have supplied details: 
Upjohn Company, through Camp- 
bell-Ewald and Westclox, through 
BBDO, will use The Saturday Eve- 
ning Post. American Rolling Mills 
has promised space in Time, News- 
week, The Saturday Evening Post, 
and other magazines. 


Special Plans Given 


Gruen Watch Company, through 
McCann-Erickson, is using pages in 
Time and Fortune, in addition to 


radio spots. International Cellucot- 
ton Products Company will have a 
page in McCall’s for September, in 
cooperation with the Drug, Cos- 
metic and Allied Industries Com- 
mittee. The firm plans another war 
bond advertisement in Good House- 
keeping for October. 

Extensive magazine schedules 
have been promised by Nash-Kelvi- 
nator Corporation, Caterpillar Trac- 
tor Company and Chesebrough Mfg. 
Company. Nash-Kelvinator’s Sep- 
tember plans cover The Saturday 
Evening Post, Collier’s, Time, For- 


tune, Newsweek, United States 
News, Business Week, Nation’s 
Business, Household; Caterpillar 


Tractor will use The Saturday Eve- 
ning Post, Collier’s, Time, News- 
week, United States News, and 
Chesebrough, The Saturday Eve- 
ning Post, Collier’s, Life, Look. 

One of the heaviest contributors 
will be Coca-Cola, through D’Arcy 
Advertising Company, which will 
run a 24-sheet poster in 5,400 towns 
throughout the country on approxi- 
mately 20,000 boards. Coca-Cola 
also plans a special advertisement 
in 1,600 newspapers with a circu- 
lation of 37,000,000 in 1,400 cities. 


sey 
aa 


€0R SALE 
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Finally, Coca-Cola will devote 1); 
on its three radio programs. 
Other radio users who will 
special war bond announcem 
are Welch Grape Juice Com; 
on “Dear John” on CBS Sept. 5. 
Elgin Watch on “The Man Be 
the Gun,” resuming on CBS Se 
4; Ford Motor Company, s 
nights a week on “Watch the \ 
Go By” on the Blue; Bayuk C 
on “Sizing Up the News” o; 
Mutual stations three times wee «ly: 
Jergens and Woodbury on W 
Winchell, “The Chamber Music 
ciety of Lower Basin Street” ¢ 
days on the Blue; W. A. Shea: 
Pen Company on Upton Close, | 
NBC stations each Sunday. 


Others Make Plans 


International Business Machines 
Company has prepared a war | 
advertisement to run in every daily 
newspaper in the country, includ- 
ing foreign language papers. Chey- 
rolet Motor Division will support 
war bonds in 2,500 cities through 
newspaper advertising. Other com- 
panies, like Wildroot Company, wil] 
use war bond copy extensively in 
their September newspaper dis- 
plays. 

In addition to the Coca-Cola 
posters, several other important out- 
door accounts are planning special 
war bond messages for September. 
Among them are: Anheuser-Busch, 
Inc., Pabst Sales Company; Ameri- 
can Oil Company; and Seagram- 
Distillers Corporation. Owens-Illi- 
|nois Glass Company will imprint a 
| special war bond message on its 
| Duraglas milk bottles. 
| Doubleday, Doran & Co. has 
promised support with a $600,000 
advertising budget and such firms 
as Philco, Procter & Gamble, Gen- 
eral Electric, Standard Oil and 
Western Electric have informed the 
| Treasury that they are working out 
plans for cooperating in the drive. 
Nehi Corporation, for Royal Crown 
Cola, is buying 7 and 14-column 
ads in 500 daily newspapers exclu- 
| sively for war bonds. 


‘Pushes Car Conservation 


| Electric Auto-Lite Corporation, 
| Toledo, in collaboration with the 
American Automobile Association, 
| has published a new “Keep ‘Em 


Rolling” booklet on the major 
points of car conservation. The 
| booklets will be handed out by 


Auto-Lite distributors, service sta- 
tions, and dealers. 


. . .* 

Pfizer Appoints Chirurg 

| Charles Pfizer & Co., manufactur- 
ing chemist, New York, has ap- 
pointed James Thomas Chirurg 

| Company, Boston, to handle adver- 
tising and sales promotion activi- 

| ties. 


_Marxman Names Brown 


| Advertising of Marxman Pipes, 
|New York, has been placed with 
E. H. Brown Advertising Agency, 
| Chicago, with Harry Schneiderman 
the account executive. Magazines 
and newspapers will be used. 


Covers the 
Hard-to-Reach 
SMALL TOWN MARKE' 


600,000 
CIRCULATION 
IN OVER 16,000 

TOWNS 


OVER 87% 
CONCENTRATED IN 
TOWNS OF 10,000 
AND UNDER 


i? — Ce ee | 
= _ _ 
i a 
| ee Ons > 
) —_ es _ 
q : 
| ee ee 
| ; i Wh em i . ay , . ae a 
. my Ol Va 
he * % 
:| fe oi 
uae paiimee, @ € L cow yur: ee 
. fe F : : ~a ‘ NS 
a ae gQGee ae 
3 § . ; /) YOU THINK 
7" . Be oy 2) q a : OSSIBLE 
. T O NA 
s (OF Oo 8S STORY | 


ipport 
rough 
com- 
y, will 
ely in 

Cls- 


-Cola 
it out- 
pecial 
mber, 
3usch, 
meri- 
sram- 
s-Illi- 
rint a 
nm its 


. has 
00,000 
firms 
Gen- 

and 
ed the 
ng out 
drive. 
Srown 
olumn 
exclu- 


ion 


ration, 
th the 
iation, 
Dp Em 
major 

The 
ut by 
‘e sta- 


rg 

factur- 
is ap- 
‘hirurg 
adver- 
activi- 


wn 

Pipes, 
1 with 
gency, 
lerman 
gazines 


IN 


U.S.A. 


It is sometimes said that New York no more represents 
the United States than London represents England, or 
Paris represents France, but where else can you find so 
generous a sample of every part of the United States—its 
people, its customs, its favorite foods, its accents? Where 
else, outside the regions themselves, could you find so many 
Southerners, Westerners, Yankees? So many Texans, so 
many Kentucky Colonels? 


New York belongs to the nation because New York has 
been built by the nation. 


New York’s special part in the economic pattern of the 
country is the efficient conduct of the great industry of busi- 
ness management. New York became business manage- 
ment headquarters because of its many natural advantages; 
as the city grew, the advantages grew too, until today New 
York is the business capital of the country. Business execu- 
tives select New York for their company’s headquarters 
because they know it is just as important to be close to the 
“raw materials” of day-to-day business activities — ade- 
quate personnel, other corporations with which they deal, 
business services—as it is for steel mills to be close to the 
mines, or flour mills to the wheat fields. That is why, today, 
94 of the 100 largest U. S. companies have either head- 


quarters or branch offices in New York; that is why New 
York’s rented office space has more than doubled in twenty 


years. 


What are these advantages that have made New York the 
business capital of the country? They are legion; many of 


them are obvious, but they are worth reviewing because, 


in peace or in war, the prosperity of the country is tied in 
with them. Through them, New York belongs to the nation. 


NEW YORK 


= Tribune 


Herald 


NEW YORK—-THE CAPITAL OF BUSINESS AND 


New York ~* 
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MAN POWER AND TALENT 


There are 1,600,000 business manage- 
ment workers in the New York area, 
from office clerks to company picsidents. 

There are more business management 
workers in the New York area than the 
entire working populations of Philadel- 
phia, Detroit and Pittsburgh combined. 

In this number there is a great reservoir 
of special talent — designers, engineers, 
sales executives, attorneys, comptrollers, 


‘ 
personnel executives, experts in advertis- 
ing, public relations, foreign trade, mar- 
keting, finance, insurance. 

New York's high schools graduate over 
50,000 pupils every year. Its colleges 
graduate 16,000 annually. In peace time, 
New York's colleges have a larger en- 
rollment than all the colleges in Loston, 
Philadelphia, Chicago and Los Angeles 
combined, 


BANKING AND SECURITIES 


47% of the country’s bank clearings are 
made by New York City banks. 

New York's 142 banks and trust com- 
panies have resources in excess of 
$30,000,000,000—28% of the national 
total. 


MANUFACTURING 


The market value of securities transacted 
on the New York Stock Exchange during 
1942 totaled $4,796,000,000—S87% of the 
market value of all securities transacted 
through U. S. exchanges. 


Although more New Yorkers are engaged 
in business management than in manu- 
facturing, New York is also the leading 
city in the United States in value of 
manufactured products. Following are 
some manufacturing lines in which New 


BUSINESS CENTER 


York leads all other cities of the country: 

Women's Clothing * Men's Clothing « 

Children’s Clothing ¢ Furs and Fur Coats 

* Millinery * Perfumes, Cdsmetics, etc. 
¢ Printing and Publishing 


New York City also leads the country in 
such important non-manufacturing lines 
of business as: 


DISTRIBUTION AND 


Wholesale Trade 
Retail Trade * Import Trade « 
Export Trade ¢ Advertising * Insurance 


MARKETING 


Through the Port of New York each year 
moves the large total of over 120,000,000 
tonsofcommerce, valuedat $10,000,000,000. 

The Port of New York—crossroads of 
world shipping lanes—sends more ships 
of all varieties to more world ports than 
any other harbor in the world. Impres- 
sive evidence of the growth of the port's 
facilities is waterfront warehouse space, 
which has expanded more than 5,000,000 
sq. ft. since 1917, a 20% increase. 

The railroads serving New York have 


TRANSPORTATION 


equipped themselves with elaborate ter- 
minals and equipment. Freight cars that 
enter or leave the Port of New York 
during a normal year would fill eight 
tracks from New York to San Francisco. 

Not only is New York linked by motor 
transport with every state in the coun- 
try, but it has direct trucking service to 
thirty of them. Over an unsurpassed net- 
work of highways, bridges and tunnels, 
five thousand long-distance trucks enter 
and leave New York daily. 


The Port of New York is the greatest 
terminal in the world for super-liners, as 
well as other foreign and coastwise pas- 
senger ships. In peace time, there are 
approximately 200 companies operating 
ships into and out of this great port. 
Passenger traffic on the ten trunk 
line railroads serving New York totaled 
221,000,000 in 1942, a new all-time record. 
At one New York terminal, a passenger 
can board a train directly to more points 


in the United States than at any other 
Station in the country. 

The heaviest air passenger traffic in 
the world is handled at La Guardia Field. 
Recent addition to New York's air trans- 
port facilities is the $5,000,000 Airlines 
Terminal located in mid-town Manhat- 
tan, Jointly utilized by the major air lines, 
the terminal is completely equipped for 
the efficient handling of air passengers 
and their baggage. 


RESEARCH RESOURCES 


New York has scores of libraries, collec- 
tions and laboratories for research. 
These range from the New York Public 
Library system, of more than 4,000,000 
books to Columbia University’s famous 
Law Library and many special libraries 
such as the Frick Art Reference Library, 
the Morgan Library of rare books and 
manuscripts, the Metropolitan Museum 
of Art, the historic libraries of the New 
York Society (Americana), the New York 


OFFICE SPACE 


Historical Society and the Huntington 
ree Library (the American Indian). 
Add to these the medical libraries of 
the New York Academy of Medicine and 
the College of Pharmacy, the facilities of 
the Museum of Natural History and the 
Bronx Botanical Gardens, the religious 
libraries of the Union Theological and 
the Jewish Theological Seminaries—not 
omitting the laboratories of the Rocke- 
feller Foundation and countless others. 


New York is surprisingly free of out- 
moded office structures. More than half 
of the rented office space in Manhattan 
is less than twenty years old. 


ENTERTAINMENT 


Office buildings whose names are world- 
known offer a wide variety of prestige ad- 
dresses. Many are business management 
addresses of leading U. 8S. corporations. 


New York is the theatre capital of the 
country. In a year, 8,500,000 tickets are 
sold for performances in legitimate 
theatres. 

New York is the sports center of the 
nation. Major league baseball alone at- 
tracts an annual attendance of 3,000,000 
in New York—31% of the U. 8S. total. 

New York is the home city of the 


FUTURE 


country s greatest opera association the 
Metropolitan, of the Philharmonic Sym- 
phony Society, and the headquarters of 
the national radio networks 
In addition, New York has a _ con- 
stant stream of exhibits, lectures, forums 
with more sprightly entertainment 
in hundreds of night clubs, hotels and 
restaurants, 


When peace comes, and with it, the larger 
prospect of world-wide association and 
trade for the United States, New York's 
present importance a8 an operations cen- 
ter will serve as a springboard for greater 
progress. 

The administration of the City of New 
York is alive to this promise of the future. 
Even now, preparations are being made 
for the world after the war, According 


INDUSTRIAL MANAGEMENT 


to Mayor La Guardia, New York's post- 
war expansion program involves expen- 
ditures of over six hundred million dol- 
lars. Looming targe in the active plans 

and typical of their scope Idlewild 
Airport, on which construction has begun, 
and which will dwarf all present air 


In peace as in war, New York will 
continue to serve America, 
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First for ‘Big Steel’ 


To the Editor: Attached is a pho- 
tograph which we believe should be | 
very interesting to the advertising| 
fraternity as a whole. This repre- 
sents, we believe, the first time that 
Big Steel has ever used 24-sheet 
poster advertising in any way. They 


are using a representative showing | 
of posters in the Pittsburgh area in| 


an attempt to recruit 
labor. 

The poster was designed by the | 
Pittsburgh Outdoor Advertising 
Company under the direction of | 
E. E. Moore, vice-president in| 
charge of industrial relations of the | 


necessary | 


Carnegie-Illinois Steel Corporation. | 


The poster is unique in that it 
has a light gray blanking instead of 
the usual white, which throws spe- 


cial emphasis on the white panel | 


featuring the words “There’s a Job 
for You at Carnegie-Illinois.” 
CHAS. A. BOLLINGER, 
Sales Department, Pittsburgh 
Outdoor Advertising Company, 
Pittsburgh. 
- oe 2 : 
Disney Illusirauons in 


Postwar-Slanted Series 


To the Editor: 
first two proofs of a new series of 
ads for Adel Precision Products 
Corporation, Burbank, Cal. Begin- 
ning with September issues, these 
full-page, four-color ads will run 
on a monthly schedule in American 
Magazine, Collier’s, Good House- 


keeping, Newsweek, Parents’ Maga- 
zine and Time Air Express. 
Now the West Coast’s largest 


manufacturer of line support clips 
and blocks, anti-icing pumps, elec- 
tric, hydraulic, hydro-electric, 
mechanical devices for aircraft, 
Adel, was originally founded in 
1937 to manufacture a 
cinematographic, 
consumer products. Even at that 
early date, the firm encountered 
such a heavy demand from the air- 
craft industry for its special preci- 
sion manufacturing skills that out- 
put was soon dominated by aviation 
customers. 

A unique camera focusing device 
was adapted to perform as a car- 
buretor control mechanism for four 
engined airplanes. Other products 
were adapted to aircraft use and 
new ones were developed. Before 
Pearl Harbor, Adel was one of the 
first companies working round the 
clock devoting 100% production to 
the aircraft industry. 

Adel’s plans for a campaign based 
on the history of aviation was in 
the offing just about the time 
Walt Disney was making “Victory 
Through Air Power,” part of which 
deals with aviation history. Shots 
from this feature fitted right into 
the Adel campaign, adding to his- 
torical facts the whimsy and drama 
that characterize Disney 
tions. 

Copy stresses the difference be- 
tween aviation of yesterday and 
today and hints of equal differences 
in today’s and tomorrow’s home and 
industrial equipment. It introduces 
the Adel-Age “which wili come 
after Victory,” 
devoted to making light- weight, | 
compact, super-efficient aircraft 
equipment for war will be turned | 
to making household and industrial 
equipment far superior to prewar 
products. 

Actual products which 


industrial 


Adel will 


make after the war have not been 
announced. While considerable ad- 
vance has been made in this plan- 


ning, none of it takes time or effort 
that should be employed on the war 
effort. Presearch, Inc., a separate 
organization, is studying postwar 
products and merchandising prob- 
lems. 

The new 
Adel thinking 
must be 
the war, 


that postwar 
laid now to maintain, 


plans 
after 


to keep working staffs intact and to | 


create new jobs for 


ice men. 


returning serv- 


BARBARA STEVENS, 
Secretary, O. K. Fagan Ad- 


vertising Agency, Los Angeles. 
’ v 

Reprimand Implied, 
Editor Infers 

To the Edito1 I'm plumb exas- 
perated to the blowin’ up stage over 
the repeated uss ADVERTISING AGE 
(and in a heluv: lot of other places 
by advertising men and “ordinary” 
citizens) of the word “infer” when 
“imply” should be the word used. 


Page 41 of your Aug. 16 issue, in 


Enclosed find the | 


and | 


number of | 
and | 


produc- | 


when the skills now | 


campaign bears out the | 


an even flow of production, | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| POSTER SEEKS STEEL WORKERS 


| 


mae | 


| 


| 


Appearing in the Pittsburgh area, this 24-sheet poster appealing for Carnegie- 
Illinois Steel workers is thought to be the first use of outdoor by the big steel 
companies. 


the Eye*Catchers’ story, says: 
letters,” etc. 
gone well that “imply” 
| that should have been used! 


| This isn’t your first offense. Just mand is exceeding 
don’t let it happen again—even “if | 


| Others do persist. 

| HarRY CLATFELTER, 
Harry Clatfelter Advertising, 
Peoria, Ill. 


‘Maybe We Still Deserve 
Spanking, Adman Says 


| To the Editor: Some advertising 
| people feel so hurt when Reader’s 
Digest or somebody else says that 
advertising even yet isn’t baby- 
pure. I, too, occasionally feel 
lawfully, awfully hurt when we’re 
| spanked. 

| Then I see something like the en- 
|closed newspaper opening gun for 


5) TRA raus MEA A WEEK 


te Your Family's Meats! 


SS: 
= ee —— 


a 


and I know we still de- 
If this isn’t misleading 
advertising, I’d better switch eyes. 
Don’t you read that headline as 
“Adds 5 Extra Pounds of Meat to 
Your Family’s Meals”? Don’t you, 
too, miss the “as much protein as 
/up to’? 
| I thought we professionals had 
donated that technique to the store- 
keepers with their almost invisible 
“up” and “and up.” 
RALPH BENNETT, 
McCann - Erickson, Inc., New 
York. 


7 2. ¢ 
Asks Admen’s Aid in 

Spreading Printing Load 

To the Editor: Recently the Chi- 
cago Tribune, in an article, quoted 
Mr. Ruekberg of the Regensteiner 
| Corporation saying that manufac- 
| turing companies and business firms 
|should plan their postwar printing 
|now and, whenever possible, con- 
tract for it. He said further that 
| he now has contracts running into 
1945 and pointed out printing prob- 
lems that arise from obsolete and 
| obsolescent equipment. 

We agree with Mr. Ruekberg’s 
theory, but wonder if the advertis- 
ing profession itself is sufficiently 
cognizant of these problems. 

Consider this if you will. The 
larger printers today are operating 
at capacity. Their presses are run- 
ning continuously without time to 
cool off. If paper allocation becomes 
a fact, it is probable that there will 
be a distinct reduction in the num- 
ber of printers in business at the 
close of the war. Most businesses 
will have an unusual amount of 
promotional literature to be printed 
immediately after V day. Existing 
printing equipment is either 
lete, obsolescent or wearing out. Ni 
new equipment is in sight. 

From where will all this printing 


Stoy flour, 
serve it. 


obso- 


“Army corporals who infer in their | 
And you know dog- | 
is the word 


| come? Who is going to do it? The 
| 24,000 printers in the country who 
pop up in the office asking for an 
opportunity to estimate upon print- 
ing requirements are no more. De- 
supply. 

I believe you can do a distinct 


| service to the advertising profession | 


by forcibly calling this situation to 


their 


attention so as to mitigate, 


| their surprise when their printer | 
advises them that a 90-day delivery | 


date cannot be met. 
hopeless situation, but one that will 
require cooperation between adver- 
| tising and printing. Postwar plan- 
| ning will help, but it must be plan- 
;ning of a nature that will permit 


| this tremendous load to be spread | 


|over a period of time. 
That is our opinion—now, 
yours? 


what is 


W. D. MOotiror, 
_ Market Analysis & Postwar 
| Planning, Edward Stern & Co., 
Philadelphia. 


| ie 7 


First Request for 
Postwar Job 


| To the Editor: Private (f.c.) 
|Maurie Durham of Jacksonville, 
| Ill., wants to join KSO, Des Moines, 
as staff photographer following the 
war, according to the application 
he has made to Promotion Manager 
John Drake. It is the station’s first 
request for postwar work. 
Durham, engaged in photography 
before entering the service, and 
three other members of. the Army 


Schreiber on her home-makers 
gram. They later participated in 
tossing darts on Dale Morgan’s 


This is not a| 
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“Darts and Dashes” broadcas: 
KRNT, sister station to KSO. 
WILDA WHITESCARVER 
Iowa Broadcasting Compan, 
Des Moines. 


- | ¥ 


Bewails Paper Waste 


on 


‘in Mailings 


To the Editor: You have hee, 
elected to help relieve my feeling, 
by listening to a gripe. I had cop. 
sidered my Congressman, my Seno- 
tors, other people’s Congressmen 
James Byrnes and Mrs. Rooseve); 
You were finally picked for the jo) 
because it’s just barely possible yoy 
might take a poke at what a; INOys 
me in the AGE. 

I’m strictly a mail-order business 
Paper restrictions scare hell out of 
me. I try to build all my mailing 
pieces to employ a minimum. \y, 
save waste paper. 

But, I am constantly bombarded 
by other folk’s mail-outs. These | 
mostly welcome; many’s the good 
idea I have stolen. I read them al]. 

I have a pre-natal allergy to 
“trick” mailing pieces. They react 
unfavorably at all times on my pep- 
tic ulcer. It has always been a 


| matter of my own mailing experi- 


of Occupation moved in on KSO | 
last week. After touring studios | 
and offices, the boys were inter- 


viewed impromptu by Helen Watts | 
pro- | 


ence that, if the message is right. 
and the list of prospects addressed 
be even fairly good, you can print 
what you have to say on kraft stock 
in 6 point type. That if you are 
just drooling, you can’t disguise 
your lack of brains by use of on¢ 


< 


if you want penetration of the 
potent Portland Trading Zone, 
use The Journal. In this area 
dwell 33% more people than 
in all the rest of Oregon; a 
market of 717,588 individuals, 
where industrial payrolls alone 
exceed 48 million dollars. 


Here the daily Journal reaches 
22% more families (21,993) 
than any other daily newspaper. 


That 


March 31, 


The Journal continues 
to keep pace with this grow- 
ing market is evidenced by 
the fact that The Journal's 
total daily net paid circula- 
tion for the 6 months ending 
1943 was 151,888 


. 


eos Re 
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YOU LIVED IN PORTLAND 


..-YOU’D READ THE JOURNAL 


On the Pacific Coast the world series is fre- 
quently over before it starts. Because, when 
it’s 5:00 p-m. on the East Coast it’s 2 o’clock 


in the West. . 


. and afternoon newspapers 


deliver the complete story of the game to read- 


Portland Area. 


while the three months aver- 


age topped 156,000 .. . 


80% of the daily Journal's ~ Yan et GBregor 

circulation, 119,676, is con- y, 

centrated in the Portland ws ete 
Ye 


Trading Zone. 


Portland's Only Afternoon 


ers’ homes by 5 o’clock the same day. 


The Journal makes the most of this natural 
time advantage. For when The Journal goes 
to press in midafternoon, it’s midnight or 
later in Europe and much of the rest of the 
world. Thus, The Journal brings its readers 
world news, national news, local news — while 
it is news—the same day it happens! 


Because The Journal is first with the news, 
it has today the largest circulation in its his- 
tory. And today, as it has been for years, The 
Journal is the preferred newspaper in the 


and REDS TEAR 2 se NADS WF wae 


“ to 
cS 
o- 
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Newspaper 


The JOURNAL 


PORTLAND, OREGON 


Represented by REYNOLDS-FITZGERALD, New York, Chicago, Philadelphia, Detroit, Los Angeles, San Francisco 
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side of a sheet of 25x38-100 lb. 
coated paper, and folding it so the) 
recipient can’t tell top from bottom, 
and using 72-point type. 

Just after I read on Page 1 of 
ADVERTISING AcE, Aug. 16, “WPB)} 
Officially Warns of Possible Paper | 
Allocation”—yea, I read the AGE 
before I do a lot of other mail—I 
opened a sending from a magazine 
publisher. They have solicited me 
for years, with no luck. God knows 
why they keep on. 

Anyway, this thing was 8% x 22, 
printed panel-wise in about 24- 
point, a very little on each panel. 
Somebody who don’t even know 
why people buy space anywhere 
tried to write the message. That’s 
all right, I print some lousy copy 
myself. But what gets me is the 
size. Repeat: 8% x22, PRINTED 
ONE SIDE ONLY. Every word 
printed could have been laid out 
clearly on a sheet 6x 9, both sides. 

Save paper? Some people make 
my (stop, you can’t say that over 
the air). All right, I feel better 
now. 

Thanks for listening, if you got 
this far. 


H. U. Ruopius, 
Perfumes, San Antonio, Tex. 
v v v 


Sermon Subjects 


Make Catchy Copy 


To the Editor: Among the nu- 
merous advertisements of an un- 
usual nature which you frequently 
see fit to comment upon and some- 
times reproduce, may I submit the 
one herewith attached, as discov- 


TENTH AVENUE BAPTIST 
_ CHURCH 


eth Avenee_en art 140m Bireete-Care Ne f and Mo it) 
Pestor, REV r 1. W JOHNSON 


“TEN VIRGINS IN A CRISIS” 
“| AM ONLY ONE. MAN—SO WHAT?" 


sre eer 
titem 


gurete 
oe om 


fm (hie Fathers Dar, Dade end Late 
HROW—11 OF om te IT em 


ered by John Nelson, space buyer | 
for the San Francisco office of 
McCann-Erickson, Inc. The juxta-| 
position of the two subjects for the 
Sunday service on the day following | 
the appearance of the advertisement 
in a local newspaper scarcely calls 
for comment or elaboration on my} 
part, since this was self-evident. It | 
s my notion that you may find it| 
of interest, as may perhaps your 
readers as well, if it is sufficiently 
unusual to merit their attention. | 

W. B. FLOWERS, | 


ing of these two appeals is abso- 
lutely umnreconciliable. The anti- 
inflation advertising says that even 
after we pay our taxes we shall 


| still have in this country $125,000,- 


000,000 and that of this remainder 
we can’t spend more than $80,000,- 
000,000 this year because that is the 
limit of our production. The differ- 
ence of $45,000,000,000, the life in- 
surance companies declare, is bound 
to inflate prices unless we adopt 
“Seven Practical Ways” to prevent 
such a calamity. One of 


needs.” 

All good sound stuff—but how 
does it tie up with a campaign to 
reduce taxes? 

ALLAN P. AMEs, 
Ames & Norr, New York. 


these | 
“practical ways” is “Pay willingly | 
your share of taxes—including in-| 
creased taxes—that your country | 


‘May Company Leases 
Merchandise Mart Space 
The May Department Stores 
| Company, operator of a group of 
large department stores, has signed 
a long term lease for space in the 
Merchandise Mart, Chicago. The 


Stores Company will function as a 


point for the firm’s stores. 
The May Company 

department stores in Baltimore, 

Cleveland, Denver and Los Angeles. 


the Famous Barr store in St. Louis 
and the M. O’Neil store in Akron. 
| The home office of the company is 
in St. Louis. S. M. Jacobs, mer- 
|chandising executive, associated 


Soup-Mix Group 


Elects Officers 


new Office of the May Department | 


Midwest buying center and contact | 


operates | 


The firm also owns and operates | 


with May in New York, will be in| 


charge of the Mart office. 


L. J. Gumbert, sales manager, 
B. T. Babbitt, Inc., New York, has 
been elected president of the Na- 
tional Soup-Mix Association, com- | 
posed of manufacturers of dehy-| 
drated soup products. Other officers | 
are: A. I. Grass, I. J. Grass Noodle 
Company, Chicago, vice - president 
representing Middle-Western man-| 
ufacturers; Chester D. Freeze, sales 
manager, Barker Food Products 
Company, Los Angeles, vice-presi- | 
dent representing West Coast man- 
ufacturers; Robert Brenner, Aunt 
Polly Soup Company, New York, | 
treasurer and secretary. These men| 
will also serve on the executive 
committee. 

The association 
than 40 


comprises more 
soup-mix manufacturers. 
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The industry has expanded from 
gross retail sales of $300,000 in 1939 
to estimated sales of $40,000,000 for 
this year. 


Eysler Joins Weintraub 


M. J. Eysler has joined William 
H. Weintraub & Co., Inc., New York, 
as an account executive. He was 
formerly with Batten, Barton, Durs- 
tine & Osborn agency and was ad- 
vertising manager of the Knox Hat 
Company. More recently he was 
with Mears Advertising, Inc. 


Wright Takes New Post 


James A. Wright, for the past 15 
years director of sales and adver- 


tising of the Indian Motocycle 
Company, Springfield, Mass., has 


joined Van Norman Machine Tool 
Company, Springfield. 


BACK THE ATTACK 


WAR EFFORT FILMS 


with | 


The Third War Loan Drive starts September 9th. Our big push 


gains momentum on every battle front where our fighting men get 
set for all-out INVASION. On the home front we match this 


increasing tempo with all-out mobilization of dollars to BACK 
THEIR ATTACK! 


Pacific Coast Manager, Capper : 


Publications, San Francisco. 
vsy¥s yy? | 

Sees Bad Timing in | 
Insurance Campaigns | 
To the Editor: The same mail| 
that gave me the story of the life | 
insurance companies’ drive against | 
in ADVERTISING AGE of| 
Aug. 23, brought a circular from | 
Massachusetts Mutual Life Insur- 
ance Company, asking me to urge | 
my Senators and Congressmen to 
support the Bridges-Goodwin bill | 
permitting policyholders to reduce | 
their federal income taxes by de- | 
ducting their premiums up to $1,000 | 
from gross income returns. I sup-| 
pose that this circular is a sample 
of a joint appeal from the insur-| 
ance 
\| the 65 million policyholders in| 
the United States. As an example 
bad timing I submit that this 
ranks an easy first in the history | 
f American advertising. 
It seems to me that the reason- 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


companies planned to reach| | 


To make more powerful the impact of your back-the-attack adver- 
tising, a special series of Sight, Sound, Action film subjects is im- 
mediately available for national, sectional or local sponsorship in i : 


theatres in communities where you want to be identified. 


These inspirational Screen Spots convert movie audiences into 
invasion fronts. They impel bond-buying action always coupled 


good will for your business. 


with your name as sponsor. They set in motion the maximum of ‘ 


Wire Screen Broadcasts now, if you want to give your war advertis- 


ing visual contact with the most of those who BACK THE ATTACK! 


‘*'THE NATIONAL NETWORK OF THEATRE COMMUNICATION’ 


SCREEN BROADCASTS 


9723 15TH STREET, N. W. 


WASHINGTON, D. C. 


DISTRIBUTED BY 
MOTION PICTURE ADVERTISING SERVICE CO., INC... NEW ORLEANS, LA. 
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Urges Action on 
Unfair Attacks 


on Advertising 


J. M. Kraus Takes Up 
Cudgels in 'Reader's 
Digest’ Incident 


Chicago, Aug. 26.—Attacks on 


business and advertising which do| 


not present all the facts squarely 
and honestly, or which imply that 
the sins of a few are the sins of all, 
demand the militant attention of all 
business and advertising men and, 
because they reflect not only on 
manufacturers but on the hundreds 
of thousands of merchants who 
handle their lines, should not be 
allowed to pass unchallenged in the 
opinion of Joseph M. Kraus, general 
salesmanager, A. Stein & Co., maker 
of Paris garters. 

Mr. Kraus’ was particularly 
concerned over the publication of 
the cigaret advertising story in the 
Reader’s Digest, and the announce- 
ment that further articles dealing 
with FTC complaints against adver- 
tisers would appear in that publi- 
cation. So was many another busi- 
ness man. 

But unlike the vast majority of 
his fellow business men, Mr. Kraus 
did something. He wrote a letter to 
Kenneth Payne, executive editor of 
the Reader’s Digest, registering his 


is what it appears to me that you 
are doing—to say nothing of the 
damage you unwittingly inflict 


you know, are, in the main, the vic- 


theorizing by the FTC.” 
“Unduly Alarmed” 


This letter brought a prompt 
reply from William Hard Jr. of the 
Digest staff. Said Mr. Hard: 

Mr. Payne is on vacation 
are perhaps unduly alarmed. I 
how the article can possibly harm 
conservative advertisers; on the con- 
trary, I should think it would help to 
increase the effectiveness of simple, 
straightforward ads. 

We thought we had made it clear that 


You 
cannot 
see 


we were citing FTC complaints only, 
and that the companies had denied the 
charges. However, in future articles we 
will try to be more explicit as to the 


exact status of the cases—whether pend- 
ing, or closed after cease and desist or- 
ders, or whatever. 

Replied Mr. Kraus: 

I cannot see how your article helped 
conservative advertisers, The public un- 
doubtedly believed that the cigaret ad- 
vertising to which you referred was sim- 
ple and straightforward. If cigaret an- 
nouncements cannot be trusted, how can 
the public have confidence in other ad- 
vertising which likewise appears simple 
and straightforward? ... 

I would be willing, with your per- 
mission, to send a copy of my letter and 
your reply to editors of leading adver- 
tising and other business papers ‘for 
their appraisal and for publication, if 
you so desire. Is this satisfactory to 
you? 

... I believe you would serve the in- 
terest of straightforward advertisers 
you would run a special article clarify- 


issue. 


Not Official Spokesman 


protest over the cigaret article, 
asserting that they could not help 
but damage all advertising, and 
suggesting that future articles 
clearly delineate the exact status of 
FTC complaints. 

“In making this suggestion you 
may be certain that I am not inter- 
ested, directly or indirectly, in the 
fortunes of cigaret manufacturers, 
nor have I any sympathy with any 
advertising which misrepresents 
facts or maliciously intends to mis- 
lead consumers,” he added. “You 
must share the conviction with me 
that it is eminently unfair and un- 
American to pre-judge a case be- 


| sending 


This did not appeal to Mr. Hard, 
however, who replied: 
I appreciate your suggestion as to 
our correspondence to the edi- 
tors of advertising and business papers, 


but from my standpoint it would 

be a good idea. You see, that would 
place me in the position of being an 
official spokesman for the Reader's Di- 
gest, which is not the case. If you want 
a statement, you might try Mr. DeWitt | 
Wallace or Mr. Kenneth W. Payne . 


The public probably does believe that 
cigaret advertising is 
If it isn't, the FTC maintains, it 
should be, or the public’s faith is mis- 
placed. By your argument, any sort 
of misleading advertising would be okay. 
'And it seems to me there is 


as 


The Atlanta Journal 


Regrets 


—that national advertisers are being 


inconvenienced. We hope you will co- 


operate with us through the newsprint 


rationing period, which coupled with 


The Journal's unusual circulation 


crease since September, 1941, forces us 


to omit copy at times. 


in the South. 


Retail and classified advertisers are 
rationed on space availability and are 


working with us closely. 


We believe you will agree with us, 
and with them, that the rationing of 
advertising is preferable to cutting The 


Journal circulation package, the largest 


fore it is tried. Yet, in effect, that | 


able difference between the ads of some 


| cigaret companies and those of, say, the 
railroads, oil companies and automobile | 


upon legitimate advertisers who, as | 


| 
| 


tims of legalistic temporizing and | 


makers, 
To this Mr. Kraus replied: 


It would be a pleasure to hear from 
either Mr. Wallace or Mr. Payne, if they 
wish to write—but please do not ask me 


to “try writing them.” Reader’s Digest 
elected you to reply to the letter ad- 
dressed to Mr. Payne. In the absence 


of any other statement, your answer is 
official. 
Suggests Constructive Article 

Repeating his assertion that he 
has no sympathy with advertising 
which misrepresents facts or mali- 
ciously intends to deceive consum- 
ers, and asserting that Mr. Hard 
has no basis for “erroneously con- 
cluding that I believe ‘any sort of 
misleading advertising would be 
okay,’” Mr. Kraus concluded: 

It is still my opinion that it would 
be good policy for you to run a special 
article, in an early issue, as requested, 
clarifying your intentions on the sub- 
ject of FTC complaints on advertising. 
If, in this connection, you wish to pub- 
lish my letter of July 9—or our corre- 
spondence in its entirety—you have my 
permission to do so. Such publication 
would eliminate the necessity for my at- 
tempting to seek circulation of your and 
our views through other channels. 

Having heard nothing in eight 
days, Mr. Kraus wired Mr. Hard on 
July 29, saying he would appre- 
ciate learning whether the Digest 
intended to publish his views. No 
answer to this wire was received 


ing your intentions, ete., in an early | 


not | 


straightforward. | 


a consider- | 


until Aug. 9, when a note was re- 


, ceived from Kenneth W. Payne, | stantial 


saying: 
It certainly seems obvious to us that 


our series based on FTC complaints 
tells its own story and needs no sup- 
plementary comment or rebuttal; and 


that, far from being likely to “damage | 
all advertisers,” it can only be to the | 
great advantage of those advertisers 
who maintain high ethical standards. 


Writes to Wallace 


In the meantime, upon reading 
the interview with DeWitt Wallace 
in ADVERTISING AGE, Aug. 2, Mr. 
Kraus had written to Mr. Wallace, 
in part as follows: 

There is, as you know, a constructive 
side to advertising. You are aware of 
the contributions it has made in build- 
ing our industries and in materially 
aiding in achieving the objectives of 
our varied war efforts. This type of 
educational articles, I believe, would 
not only be of interest to your read- 
ers who now have reason to question 
the honesty of all advertising, but 
also would display your fair-minded- 
ness, 

I am sure you must agree that the re- 
peated attacks on business and adver- 
tising—and the constant over-emphasis 
on the errors of a minority—cannot pro- 
duce lasting benefits to the nation when 
such policies injure the majority and 
the best. 

Replying to Mr. Payne’s note, Mr. 
Kraus called attention to this letter 
to Mr. Wallace, and added: 


Is your opinion that your articles 
“can only be to the great 
those advertisers who maintain 
jethical standards’ supported by 


high 
suffi- 


|}cient evidence received from any mo me the matter is extremely im- 


advantage of | MESS associates, as so many othe; 
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number of such adve; 
Have you endeavored to ascertai, 
reactions since they presumably 
be the beneficiaries of your effort 
I to understand that your lette, 
you haven't received complaints 
ing these articles from any ot} 
vertisers who maintain high 
standards? 

Your answers to these question 
be enlightening and appreciated 


Gets No Reply 


No answer has been recej 
either of these letters, leading y, 
Kraus to telegraph Mr. Wallace ,, 
Aug. 23: 

In absence of reply my lett ad. 
dressed to you and Mr. Payn: date 
Aug. 6 and Aug. 9 must conclu 
not your intention to publish , 
delineating legitimate acco) 
ments and constructive forces 
vertising in order partially to 
damage inflicted by your recs 
vertising stories upon honest 
facturers and thousands of fort 
merchants selling their produc 
less advised to the contrary by 
wire must conclude my appeal tv 
sense of fairness and public ser 
futile and reluctantly release oy 
respondence to other publisher 
may be interested. 

“Perhaps I’m wasting my 
and merely sticking my neck out. 
Mr. Kraus said. “Perhaps I should 
have confined my discussion of th, 
Reader’s Digest articles to my busi- 


time 


business men seem to 
and let it go at that. 


have done 
But it seem 
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yortant, and that it is vital for all 

»f us to register our reactions. If 

ve don’t say anything to the pub- 

jishers, in cases like this, we weaken 
r own case. 


Urges Others to Act 


‘If, as has been reported, Read- 
ers Digest is considering discon- 
tinuing this unfair FTC series, that 
ics something. But I still feel that 
the Digest should go farther; that 
it should publish some of the con- 
structive facts about advertising, to 
erase, at least partially, the suspi- 

n and skepticism it has created 
about all advertised goods. 

In my opinion, every advertising 
and business man who feels that 
the Digest articles have been unfair 
and harmful to legitimate business 
and advertising ought to make his 
position clear to the Digest’s editors. 
Only in this way can we hope to 
impress upon them the seriousness 
of their actions.” 


Powell Joins B & B 

Eunice Powell, for the past seven 
years with the Cleveland office of 
MeCann-Erickson, has joined the 
media department of Benton & 
Bowles, New York, as space buyer. 


Joins Davis-Lieber 


Francis M. Stillman, formerly 
with the Civil Service Leader, New 
York, has joined Davis-Lieber, New 
York, as publicity associate. 


Workers’ Papers 
to Make Bid for 
National Copy 


Los Angeles, Aug. 25. — An- 
nouncement this week that Richard 
C. Chapeck, a veteran of 25 years’ 
service in the national advertising 
field, has been named national ad- | 
vertising man-| 
ager of Aircraft | 
Times and Ship-| 
yard Times, pub- 
lished by Valley 
News  Corpora-| 
tion here, indi- | 
cated that the | 
workers’ papers} 
which have} 
stirred consider- | 
able interest in 
advertising and_| 
publishing circles | 
are about to} 
make more} 
news — this time | 
in the national field. 

The two publications are unique | 
in the publishing business. They 
might be described as “consumer 
business papers,” since they are| 
published for workers, not manage- 
ment, but are slanted specifically at | 
people engaged in shipbuilding or 
aircraft construction, as the case) 
may be. Their editorial content 
deals almost exclusively with news 


Richard C. Chapeck 


|of the particular subjects indicated | 


by their titles, and their success “|Trammell Names 
known to have created considerable . 
Committee to 


interest in publishing circles, where 
at least one nationally-known pub- - 
lisher is reported giving serious Plan Television 
consideration to national publica- a 
tions of this type, each specifically} New York, Aug. 25.—Television, 
addressed to a particular kind of|in the opinion of Niles Trammell, 
worker. president of the National Broadcast- 
Mr. Chapeck was formerly with| ing Company, needs only the release 
Hearst and the McCall Corporation, | of vital materials and the services of 
and for the past five years has con-| electronic engineers, both now con- 
ducted his own publishers’ repre-|fined to war needs, to provide the 
sentative business in Chicago. The| nation with a new and significant 
Valley News Corporation, which| service of sound and sight. 
publishes the workers’ papers, also| “As a supplement to present NBC 
publishes two more conventional | service, television,” said Mr. Tram- 
community newspapers, the Valley | mell, “promises much as a new di- 
Times and the North Hollywood) mension in entertainment, educa- 
Press. Earl L. Taggart is advertis-|tion and advertising.” 
ing director of the two workers’ | 
papers. 


‘of television immediately following 
ithe end of the war, Mr. Trammell 


Joins Aviation Research | today announced the creation of a 


{pasewer television planning com- 
Duane H. Berry, for the past nine| mittee to formulate plans for the 
years advertising manager and art|company’s postwar expansion of the 
director of E. P. Dutton & Co., New |art. Essential technological studies 
York book publisher, has resigned|and surveys of the problems in- 
to join Aviation Research Associ-| volved are to be initiated now and 
ates, New York, as production man-|the conclusions held in readiness for 
ager and general consultant. The|the first days of peace. 

organization comprises a group of | The committee consists of John 
individuals prominent in the avia-| Royal, vice-president in charge of 
tion field and 
formed for the purpose of creating| vision, as 


chairman; William S. 


and producing all types of litera-| Hedges, vice-president in charge of | 
ture serving the aviation industry | stations; O. B. Hanson, vice-presi- | 


and allied enterprises. dent and chief engineer, and C. L. 


Other papers are scarce, but you can get quick delivery on any 


amount of this kind. This War Bond drive has $15,000,000,000 


as its goal, and that means 


man, woman and child in America! Some folks can’t buy that 
much, so there’s greater responsibility upon every one of us who 
can. Now while we have the money is the time to finance 


this war. Let’s all put every available dollar into War Bonds! 


MORE TH 


MILLS AT HAMILTON, OHIO... 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . 


DISTRICT 


NEW YORK + CHICAGO * PHILADELPHIA + CLEVELAND * BOSTON + ST. LOUIS* CINCINNATI * ATLANTA 


an investment of $113.92 for every 


AN YOUR SHARE! 


CANTON, N.C... . HOUSTON, TEXAS 


. . 2,000,000 Pounds a Day 


SALES OFFICES 


Envisaging the rapid development | 


aviation writing,|international, shortwave and tele-| 
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Menser, vice-president and manager 
of the program department. John T. 
Williams, assistant to Noran Kersta, 
inow in the Marine Corps, was 
named secretary. 

Currently, NBC is operating its 
Empire State television transmitter 
four hours weekly: Mondays, 4:00 to 
5:00 p.m., and 7:30 to 10:30 p.m. 
Hereafter programming will be un- 
der the direction of NBC’s program 
|department, with Williams and his 
|staff reporting to Menser. 

The NBC television committee is 
coordinating its activities with the 
research work of the Radio Cor- 
|poration of America Laboratories at 
Princeton, N. J., and with the tele- 
vision development plans of RCA’s 
manufacturing division. 


Carroll to Head OPA 
Food Pricing Division 

Jean F. Carroll of the Kroger 
Grocery and Baking Company has 
been appointed to head the food 
pricing division of Chester Bowle’s 
| revamped OPA price control organ- 
ization. Mr. Carroll, who had charge 
of 350 Kroger retail stores while 
manager at St. Louis, has been on 
leave to serve with OPA as assist- 
ant director of rationing since May. 

He succeeds B. Heflebower, dean 
of commerce of Washington State 
University, and will serve under 
James F. Brownlee of General 
| Foods Corporation, who is deputy 
| administrator in charge of prices. 


‘Sponsors Newspaper 
Advertising Course 


The New York State Publishers 
Association will sponsor a course in 
“Selling and Servicing Newspaper 
Advertising” to be conducted at 
Mechanics Institute, Rochester, be- 
ginning Sept. 8. 

Institution of the course followed 
a study made by a committee of the 
association, with E. M. Waterbury, 
Palladium - Times, Oswego, chair- 
man. It will include copywriting, 
layout, salesmanship and advertis- 
ing economics along with related 
subjects. Representatives of the 
| Gannett Newspapers, as well as 10 
leaders in advertising from differ- 
ent parts of the state will be visit- 
ing lecturers. 


BEST RADIO BUY 
IN BALTIMORE! 


AND THE | 
BLUE NETWORK 
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How Advertising Fared in Major Media, First Seven Months, 1943 and 1942 


NEWSPAPER ADVERTISING 
Based on Media Records’ First 50” Report ---all figures show agate lines 


First 50 Weekday Morning Papers 
RETAIL 
1943 LILLQLLiL Le 


1942 (30,552,926 ee 
GENERAL 

943 8 46,699,994 
/oa2 (MM 38,/84,347 


AUTOMOTIVE 

19434 5,550,444 

194Z 5,009,03/ 
CLASSIFIED 

73,753,904 
51,884,296 


LZZ2 


g 

4 
OF & 
5 


First 50 Weekday Evening Papers 
RETAIL 
1943 8/98,/3 5 


58,053 878 
48,885,680 


AUTOMOTIVE 
/993(§ 7,923,063 


1942 ¥ 6,969,659 
CLASSIFIED 


82,644,0/2 
62,268,006 


First $0 Sunday Papers 
RETAIL 


74,600,626 
69,.9/8,056 


33,044,269 
26, 37/,506 


/943 | 3./39,808 


1942 | 2,2/9,866 
CLASSIFIED 
/943 & 


1942 


35,373,82/ 
30,116,369 


GENERAL MAGAZINES 


(Based on Publishers Information bureau, Jan-July 
for Monthties,Jan-June for Weeklies — in do//ars) 
TOTAL 


NATIONAL FARM PAPERS 


(Based on Publishers'/nformation Bureau 
Jan-July - indollars) 
TOTAL 


1943 $7,967,734 
1942) $ 5.775.594 


RADIO NETWORKS 


(Based on Publishers /atormation bureau 
J/ana-J/une-in dol/ars) 


TOTAL 
1943 KS $ 70. 327 103 
1942 (a $ 57,509,623 


hae 
REVAL 
S/ALIE S 


<7 
S fs, 
‘> 


(From May 10, 


1943, Sales Management Survey of Buying Power) 


7 THE HUB of MINNESOTA is the 


IN THE UNITED STATES 


St. Paul and 
Minneapolis 


POPULATION 780,106 


Only the 


ST. PAUL DISPATCH-PIONEER PRESS 


COVERS THE ST. PAUL HALF 


RIDDER-JOHNS, 


INC., NATIONAL REPRESENTATIVES—342 MADISON AVE. 


NEW YORK—WRIGLEY 


BLDG... CHICAGO—PENOBSCOT BLDG., DETROIT—DISPATCH 


BLDG., ST. PAUL 
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s - ’ - ss background where mother and! been assistant to Vice-President 
‘Private Pringle tag 3 Heads Wholesale Television Lures daughter demonstrate the actual| G. M. Foster of Morrell, and chair- 
rug Vivision 


. mending of torn fabrics with Press- | man of the company’s standardiza- 
Explains Problems Charles R. Meyers, former assist- Another Sponsor | a eye Ben cag an oF Ape ogg + lepine, 

ant sales manager of William S.| Wew york. Au ograms ; sic, and | 

‘ sei = , g. 25.— Although | 4 standard commercial and telecast 
for Fred Harvey | Merrill Company, Cincinnati, has wartime priorities and restrictions| of the Press-On package. As each 
Chicago, Aug. 24.—Epitomizing penn ha gee Phat . . — have impeded the commercial) television broadcast succeeds the 
= the wartime position of all restau- Givision wae y ba a ae growth of television, forward look-| last, mechanical, photographic and | 
rant operators who are faced with | C’Vsion set up by Magnus, Maybee| ing advertisers and agencies have | acting improvements are instituted. 


the problem of serving more meals & Reynard, New York, essential oil,| heen conducting experimental pro-| Retail executives are invited weekly 
the flavor and perfume oil house. 


despite rationing and inadequate di . h  divisi grams looking toward the postwar} to attend the telecasts. 
help, the Fred Harvey organiza- As director of the new division,| period when television may become| Reiss Advertising handles the ac- 
4 has scheduled a campaign in| Mr. Meyers will supervise sales in| 4 potent and significant advertising| count. 
none national magazines to tell the pub- ae ae ie Giknes nd aren medium. a 
‘» about its problems. Salers, Spltals, colleges ¢ r Latest organization to inaugurate | . 
. Private Pringle,” symbol of the | Mains. a series of commercial televizea, CUMmings to Safeway 
med forces, is referred to through- ee broadcasts is Press-On, Inc., manu-| F. D. Cummings has resigned 
out the series of advertisements as ‘American’ toB&B facturer of mending tape. In a| from John Morrell & Co., Ottumwa, 


series of 15-minute telecasts every | Ia., to become manager of all meat 
Crowell-Collier Publishing Com-| Wednesday evening over Station! packing plants operated by Safeway | 
pany, New York, has appointed| WABD, Press-On is presenting en-/| Stores, Inc., with headquarters at 
| Benton & Bowles to handle adver-| tertaining, fast-moving skits, creat-| the company’s general offices in 
| tising for the American Magazine.| ing believable situations in a home| Oakland, Cal. Mr. Cummings has 


| 


| 


the individual who gets preference = 
over the civilian population at Fred Bee cu a 
Harvey tables. 5 

In restaurants, hotels and dining 
cars of the Harvey system thou- 
sands of uniformed personnel are 
served daily, in addition to in-| 
creased wartime civilian patronage. 
Very often “Private Pringle” re- 
quires all available restaurant or 
dining car facilities, the advertising 
—e points out, making it necessary for 
civilians to wait their turns. Copy 
appeals to civilians’ patriotism and | 
good humor and promises “the old- 
time Fred Harvey hospitality will | 


be back again just as soon as the 4 a 
war is won.” 

Full pages are scheduled for Cos- 

iwopolitan, Fortune, Life, Newsweek tA 


| 


and United States News. George H. 
Hartman Company is the agency. 


rT capa seieetan in Washington's Second Market! 


G. Kenneth Thornton has been 
named sales promotion manager of 
Cuno Engineering Corporation, 
Meriden, Conn., succeeding C. H. 
Winslow, who has been named per- . o/ : ° 
cama ae. A gain of 50°/, in the past six years ... a present 


Barker Appoints Agency leadership of 50°/, over the second paper. That's 


Barker Food Products Company, 
Los Angeles maker of dehydrated 


oups, has appointed Brisacher, as effective is the market picture. Tacoma-Pierce 
Davis & Van Norden, Los Angeles, 


its advertising agency. County industrial payroll tops $117,000,000 a year. 
Gross retail sales are over $232,000,000. Bank debits 
in excess of $1,020,000,000. 


the Tacoma News Tribune’s circulation picture. Just 


ws 


Today, 73°, of the state’s population is concentrated 
in Western Washington—an area which can NOT 
be covered effectively unless the Tacoma News 


Tribune is included on your media list. 


Sources of Quoted Figures on Request 


coverage of ports, 


shippers, exporters, Tacoma is a Sales Management 
inva rters High-Spot city ... has been a * 
po eee “Preferred - City - of - the - Month” 
* World Ports magazine will publish for 30 consecutive months. ew ri ne 
Authadion auuventign auubar te Tacoma is the hub of Washing- 


vember 1. This will be the new, en- ton’s Second Market — thor- 
arged, editorially unique edition, offer- 


oughly covered by the News TA Co M A WA Ss H NGTO N 
ng yo ost effect rs) f ‘ enas 
0,000 mane sutheditian, pert tanaion! Tribune at a milline rate of 7 I 


operators, terminal engineering com- only $2.19. ($1.92 for the option- 

panies, stevedoring companies, dredg- al evening and Sunday com- Lorenzen & Thompson, Inc. 
ng companies, tug boat companies, bination.) Nati 1R ti 
Steamship lines, shippers, exporters, ationa epresentatives 


freight forwarders, and users of coastal 
and inland waterways. For complete 
letails or reservation of space, write 


of wire: 
WORLD PORTS 
—— Association of American Port 
Authorities Official Organ 
AUL 418 SOUTH MARKET STREET 


CHICAGO 7, ILLINOIS 


— 
: 
a ee oa 
—— <a EEN con 
4 ee - 
> | es aia cnicdso | : 
6G b..4 urtetial ee : 
4 “het id | : 
garth” nail } 
| — i 
a — <a e eeh ect : 
Ss 2 ape 
Yad tort Mi — 
a6 ~ ena . | \ = BEA ae A SGA 
ae | \\\ EB 
\\“! ft ZZ BA 
SS 
BWaipig: font é 
certo. | 
—_ ee 
. 
\ \ : » i 
\ \ : m\ i (/ ’ % 
: eae , 4s > | 
G — 
ee 
your BEST 
ee 
— 
ot 5 Ad att bd ae % » sh 


26 
Named Publicity Head 


Diane Wheeler, formerly with 


‘C-P-P to Launch 
Primrose House, New York, has "Inner Sanctum’ 
been appointed to handle publicity | 
for Revlon Products Corporation, | OF CBS Sept. 4 


New York. 
eee | New York, Aug. 25. — Colgate- 
° . Palmolive-Peet Company will 
Audio Services Moves jlaunch “Inner Sanctum Mystery, 
Audio Devices, New York, has| favorite among mystery lovers, over 
removed their sales and executive |the full CBS Network starting Sat- 
offices to 44 Madison Ave. /urday, Sept. 4 at 8:30 p.m., EWT. 


; se 


Keepsakes,” a new half-hour pro- 
gram, which will be heard Sundays 
from 8:30 to 9 p.m., EWT, in behalf 
lof Carter’s Little Liver Pills. Lis- 
'teners will be invited to 


| try which the sender thinks is worth 


|remembering. Listeners will receive 


| 99 for each keepsake used on the 


|program. In the cast will be so- 
prano Dorothy Kirsten, baritone 
Mack Harrell, the Carter chorus of 
nine voices, and Harry Sosnik and 


submit | 
“keepsakes,” a bit of prose or poe-| 
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|Goldwyn Opus 
to Have $500,000 


reselling Drive 


| Los Angeles, Aug. 24.—Half 
| million dollars will be put behin« 
|a preselling drive for “The Nort! 
Star,” Samuel Goldwyn opus max 
imus which has been in production 
for 18 months and is said to be th 


MEN WANTED 


|Commercials will be devoted to 
|Palmolive brushless and lather 
|shave cream. 
| Specializing in hair-raising mur- 
der and mystery dramas, the mys- the Blue Network. “Quiz Kids,” 
tery thriller was chosen as one of | sponsored by Miles on the Blue 
the ten best dramatic series on the| since 1940, will continue to be heard 
air in national newspaper and radio | Sundays from 7:30 to 8 p.m., EWT. 
publication polls. '“Lum and Abner,” presented by the 
Ted Bates, Inc., is the agency. |¢ompany since 1941, will be heard 
“The Shadow” Returns |Thursdays from 8:15 to 8:30 p.m., 
“The Shadow,” pioneer mystery EWT, on 102 stations. Wade Adver- 
|program, will return to a coast-to- tising Agency, Chicago, handles the 
|coast Mutual network for the eighth | @¢count. 
\consecutive year on Sunday, Sept. | Wander Company will also return 
\26. The program will again be | another Blue Network program, 
‘sponsored by Blue Coal on 28 sta- | Captain Midnight,” after a summer 
itions, and other Mutual stations|Vacation. The children’s adventure 
‘across the country will take the |S¢vial will be aired I<ondays through 
program on a local cooperative ba- |Fridays from 5:45 to 6 p.m., EWT, 
sis or on a sustaining schedule. “The |" 75 stations, in behalf of Ovaltine. 
Shadow” will be aired Sundays | Blackett - Sample - Hummert, Chi- 
from 5:30 to 6 p.m., EWT. /cago, is the agency. 
C. F. Mueller Company, Jersey 
Blue Renewals City, has renewed “Morning Market 
Carter Products will replace “In-| Basket” for 52 weeks on the Blue 
ner Sanctum Mystery,” currently |effective Sept. 14. The program is 
|heard on the Blue Network, with|heard in behalf of Mueller’s maca- 


his orchestra. Ted Bates, Inc., is the 
agency. 

Effective Sept. 27, Miles Labora- 
tories has renewed two programs on 


“You see, Maam, most people 
advertise over WF DF Flint Mich- 
igan to make money—TI'm not so 
good at it myself.” 


er 


ne guns nest under 


paper bushes 


You couldn't spot this machine gun a hundred feet 

| ‘away. Paper melts it into the background. @ Airplane 
runways look like green fields—when they’re covered 

with paper grass. @ A squadron of planes looks like a 

~\. perfect target for bombers — until you realize they're 

} dummy planes, all decoy, partly paper. @ In fact, the 
| ™camoufleur is drawing heavily upon paper to help 
his “disruptions, tonedowns and concealments.” @ 


And the paper industry i qprning out paper strips, 
garlands and expandable’ nets elite appvariety and 


quantity. @ There always seems to bé mething new 
for paper to do in this war— paper Boots, 


paper fins for incendiaries, paper oil containers. Paper 


is doing thousands of new jobs like these, meeting 
\ new define demands, and opening new industrial 
frontiers. @ We do not make paper for camouflage. 
Our Specialty is fine printing paper, in great quantity 
—in fact, a thousand miles of paper a day. Right now, 
Uncle $am haf us making many papers we've never 


ncerned with the 


made before. @ But we are directly 


widest possible range of new uses i poper. And we | 


slping now to master some of the problems) of 


protective wrappers through protective coating, lam- ¥ 


4 
~“. 


ination and heat sealing—all of which are makin 
definite €Ontributions to the war effort. @ In jhe meantime, 
Oxford merchants and Oxford salesmen are at your service, 


with quality papers for many uses. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 35 E. Wacker Drive, Chicago 1, Illinois 
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Todd Shipyards Corp., which began us- 
ing large-space newspaper advertising 
in March featuring its workers who have 
close relatives in the armed services, 
has introduced a new element in its copy 
in the New York area, using a panel 
with a coupon appealing to men not 
already engaged in essential war work 
to join Todd workers. J. Walter Thomp- 
son Co. is the agency. 


| 
|roni on Mondays, Wednesdays and 
Fridays on 36 stations. Duane Jones 
Company handles the account. 
Returning to the Blue Network 


Navy,” popular all-sailor 
variety program, will again be pre- 
| sented under the sponsorship of 
|'Hall Brothers, maker of greeting 
|cards, beginning Oct. 15. The show 


|will be heard Fridays from 8:30 to| 
The | 


\9 p. m., EWT, on 117 stations. 
|program will originate from Great 
| Lakes Naval Training Station, Great 
| Lakes, Ill. Henri, Hurst & McDon- 
hoes Chicago, is the agency. 


Balliett to Bethlehem 


Carl J. Balliett Jr., formerly an 
associate editor of Time, has joined 
| Bethlehem Steel Company, Bethle- 
| hem, Pa. 


after a summer layoff, ‘““Meet Your | 
musical | 


| biggest and costliest productio: 
ever produced by Mr. Goldwy: 
who has never been known for h: 
niggardliness. ’ 

Mr. Goldwyn will foot the bill for 
the gigantic promotion drive for 
“The North Star,” which will be 
distributed by RKO Pictures, Inc, 
according to announcement here 
| following the arrival of S. Barret 
McCormick, RKO director of ad- 
vertising and publicity, and William 
A. Schneider, vice-president o! 
Donahue & Coe, New York, which 
has handled Goldwyn advertising 
for several years. 

The campaign was shown to Mr. 
Goldwyn and William Hebert, hi 
director of advertising and public- 
ity, and won immediate approval. 
| It will extend over several months 
|in advance of “The North Star’s” 
premiere, and will embrace ex- 
tensive use of newspapers, radio, 
outdoor and possibly other media. 
|The premiere of the picture is 
_scheduled for late in the fall. 


Edits ‘Petroleum World’ 


| Richard Snodden has been ap- 
| pointed editor of Petroleum World, 
California publication, whose man- 
agement has been assumed by Rex 
W. Wadman, New York. John C 
Fellows has been named advertising 
manager and Walter S. Johnson, 
assistant advertising manager. 


Deering Named Editor 

Ferdie Deering, former associate 
editor of the Farmer-Stockman, 
Oklahoma City, has been appointed 
editor of that paper, succeeding the 
late Clarence Roberts. T. C. Rich- 
| ardson, for 20 years a staff member 
| of Farm and Ranch, has been ap- 
pointed associate editor. 


great MUST 


wore 


Ldcw avd ASSOG AMES, 


in WORCESTER, MASS. 


According to Sales Management's forecast of 
retail sales and services for September, Worcester — 
with a 17 per cent gain over its own record for 
September 1942 — shows the second largest gain 
of all seven Massachusetts cities listed, and tops the 
| U. S. average gain by 7.7 per cent. 


CITY ZONE POPULATION: 235,125. City and Retail 
Trading Zones: 440,770 — all within an average 18- 
mile radius of Worcester stores. The Telegram-Gazette 
blankets this rich and densely-populated area — 


Now — more than ever — one of the 


Th: TELEGRAM-GAZETTE 


ESTER MASSACHUSETTS 
Ceorce Ff. Boorn, Pullishe}- 


OWNERS oF RADIO STATION WTAG © 


markets in New England. 
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Operadio Workers 
Show Helps Get 
New Employes 


Chicago, Aug. 26.—War workers 
of Operadio Mfg. Company, St. 
Charies, IL, took overtime out re- 
cently to demonstrate their convic- 
tion that war work and buying 

bonds still leave 
tienen | some 

Geving Aequatmted | Other irons in the 
oe. ~ PEIN om | war - effort fire. 
¥ By doing so, they 
helped the Ope- 
radio manage- 
ment recruit 
additional em- 
ployes for the 
plant. 

Operadio’s em- 
ployes, who build 
industrial music 
equipment for 
war plants and 
special electronic 
devices for all 
branches of the 
armed forces, or- 
ganized and pro- 
<= duced a complete 
minstrel show 
and musical 
- comedy called 
= “Victory Show 
=~ for the USO,” 
which played to 
capacity houses 
three nights in 
St. Charles’ larg- 
bringing crowds 


room for 


est auditorium, 
from nearby Elgin and Aurora, as 


vell as Chicago. All proceeds from 
the performances after costume ex- 


penses were paid were turned over | 
to the local USO. 

The Victory Show was a huge} 
success, in the opinion of the com- | 
pany, in unifying Operadio workers 
and stimulating their interest in 
their war jobs, impressing the com- | 
munity with the workers’ zeal and | 
cementing employe and community | 
relations. 

Photographs taken during the! 
final performance were included in | 
a series of community newspaper | 
advertisements under the heading, 
“Getting Acquainted with Operadio 
Folks.” These advertisements, which 


not only built loyalty among Ope-! one-act play which tells the part 


radio workers but also aided the 
critical problem of procuring addi- 
tional workers, appeared in a list 
of daily and weekly papers within 
a radius of 25 miles of the plant. 
They included a coupon for those 
non-workers interested in employ- 
ment. 


PUPPETS LATEST DEVICE 
FOR WORKER RECRUITMENT 


New York, Aug. 24.—A company 
of 10 marionettes with a cast in- 
cluding Hitler, Mussolini and Hiro- 
hito, performing in a _ five-a-day 
show at the outdoor Victory Thea- 
ter in Newark, is a new approach 
to solving the manpower shortage 
at Westinghouse Lamp Division. 

The show, entitled “Mrs. Bumble 
Sees the Light,” was created for 
Westinghouse by the Sue Hastings 
Marionettes of New York, and was 
presented as the feature attraction 
of the recruiting program sponsored 
by WMC and the U. S. Employment 
Service in an attempt to put 20,000 
new workers into war industries in 
this area. 

The three Axis leaders are of 
course the villains of the show, a 


an average housewife can do to 
help defeat the enemy by joining 


up to produce vitally needed elec- 
tronic tubes and lamps for the 
armed forces. rc 

In addition to the puppet show, 
five women, experts at producing 


this equipment, carried on produc- 


tion at work benches set up in the 
park, while WMC representatives 
interviewed applicants for work at 
the Lamp Division and explained 
jobs open to women. 


Harry Patton Promoted 


Harry Patton has been appointed 
national director of sales of Indian 
Motocycle Company, succeeding 
James A. Wright, who has resigned 
Mr. Patton will make his headquar- 
ters at the company’s plant in | 
Springfield, Mass. 


Gets New Account 

Robinson & Svardlik, creator of 
genuine stone rings, New York, has 
appointed William G. Seidenbaum 


Advertising Agency to act as its| 
advertising and merchandising 
counsellor. 


Two Research Men 
Join War Ad Council 


The War Advertising Council, 
New York, has appointed Arthur 
Hirose, director of promotion and 
market research, McCall Corpora- 


tion, as research coordinator for the 
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Council, and Norwood Weaver, di- 
rector, Magazine Marketing Service, 
as associate coordinator. Both as- 
signments are on a volunteer basis. 

Mr. Hirose and Mr. Weaver will 
work closely with commercial re- 
search organizations and with mar- 
keting executives to make use of 
the extensive research facilities 
offered to the War Advertising 
Council in connection with urgent 
homefront campaigns. 


2462 Fairmount Blvd + Cleveland, Ohio 
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SOMETHING 


IS ON THE MOVE 


333 COUNTIES — 


JOHN J.GILLIN, JR. PRES. 
JOHN BLAIR & CO. REPRESENTATIVE 


It lines the sea-lanes with convoys 
from horizon to horizon. It is a vast 
umbrella of planes that shields the 
movement and progress of multiple 
armies. It is a chain of supply and 
ammunition dumps on tropical is- 
lands. It is tons of exploding nitro- 
glycerine that send twisted debris 
into the air, along with shattered hopes 
of conquest. 

American industry has a tremendous 
story to tell of its part in the BIG 


United Nations offensive which is on 
the move irresistibly today. It will be 
telling that story, and its practical 
application to every-day life, some day 
to a world at peace in the newspapers 
of the nation. 

Every newspaper provides a vital 
war-time service through its daily war 
news and guidance in the problems of 
war-time living. In Philadelphia a 
larger percentage of families turn to 
one newspaper—The Evening Bulletin 


—than in any other major market in 
the country. 

The Evening Bulletin is read by four 
out of five people in Philadelphia. It 
reaches top-flight executives and wage 
earners alike in one of America’s big- 
gest and busiest Work Centers! It is 
the leader of all Philadelphia daily 
papers in 68 advertising classifications, 
including total advertising. It has been 
the No. | newspaper of Philadelphians 


for 38 consecutive years, 


In Philadelphia—nearly everybody reads The Bulletin 
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Pacific Gas Promotes 


P. M. Downing, vice-president 
and general manager, has been 
named executive vice-president of 
the Pacific Gas and Electric Com- 
pany, San Francisco. A. Emory 
Wishon, vice-president and assist- 
ant general manager, has _ been 
named vice-president and general 
manager. 


KPO Gives P O Zone 


KPO, the NBC outlet in San 
Francisco, is using a new station 
identification for the next month, 
giving the post office zone number 
with the station break, hoping thus 
to expedite listener mail. “This is 
KPO, Zone 2, San Francisco,” is the 
signal. 


Choose the 


Leader... 


¥ 


NAM Study Tells 
of Future Products 
Industry Now Plans 


Gives Realistic 
Picture of Postwar 
Living Conditions 


New York, Aug. 26.—A fascinat- 
ing preview of what practical men 
of science and industry are now 
planning to make everyday living 
more comfortable and efficient in 
the postwar world is presented in 
a new booklet, “Testimony to the 
Future,” just issued by the National 
Association of Manufacturers. It 
provides abundant evidence that 
industry is carrying out the man- 
date of public opinion in planning 
for the coming peace, 

The book reveals that the post- 
war vitamin-fortified breakfast bun 
may be sprinkled with synthetic 
cinnamon, that people may live in 
prefabricated cottages with plastic 
thread window screens, and fly a 
helicopter to work a hundred miless 
away. 

The work of the NAM Research 


Advisory Group, headed by Dr. 


A. R. Olpin, the booklet reports the 
results of a survey in response to a 
request for a “realistic picture of 
the prospects for new postwar 
products and the part production of 
them will play in raising the 
American standard of living.” 


Much Work Being Done 


Dr. Olpin, director of the Re- 
search Foundation of Ohio State 
University, recalling that a recent 
NAM public opinion survey showed 
75% of the people thought that 
American industry should now be 
working to develop new and better 
products, explained that while re- 
search for war comes first now, 
management already is studying 
how to transform war developments 
to peacetime use. 

“While the men who responded 
to the NAM questions live by 
imagination,” he said, “they are 
extremely cautious as prophets and 
they warn against fanciful, mis- 
leading pictures of the postwar 
world. They recognize that indus- 
try has a heavy responsibility to do 
everything within its power to pre- 
vent widespread unemployment in 
the transition period between arm- 
ament production and the resump- 
tion of peacetime pursuits. 

“It must be borne in mind con- 
stantly, however, that realization of 
our hopes for steady employment 
and prosperity in postwar America 
is dependent upon an economic cli- 
mate in which research and indus- 
trial expansion can attain maximum 


Hall-Gentry 


MEET A /Ucky Gelle FROM 
ROSOMTOW # 


Kansas 


Lucky Nancy Elaine Black is the 
daughter of Mr. and Mrs. John Black, 
Jr., both of whom are building a secure 
future for Nancy and all America in 
the huge Boeing Super Fortress plant 
in Wichita. 

Wichita will continue to prosper as 
long as America continues to fly ... 
all of Wichita’s many huge aircraft 
plants are as important in peace as in 
wartime aviation. 
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KANSAS 


end Previous Survey Mee 


Glenn D Gillett —_ — Field Strength Distribution Based on Performance 
surements —S000 Watts Dey and Night—October 1941 


Sales Management says on 
page 90, August Ist... “Wich- 
ita, Kansas, after having been 
an outstanding High-Spot City 
for many months, but definitely 
below San Diego, IS NOW 
SHOOTING AHEAD AT A 
RATE WHICH, IF THE TREND 
CONTINUES, WILL CAUSE IT 
TO PASS THE GREAT COAST 
CENTER VERY SHORTLY.” 


Estimated Wichita retail sales 
exceed all other cities in the 
Great Southwest including 
Kansas, Oklahoma, Arkansas, 
Louisiana, Texas, New Mexico 
and Arizona except only 
Dallas, Ft. Worth, Houston and 
Shreveport! 


PUT YOUR DOLLARS WHERE THEY COUNT 
SPECIFY THAT SELLING STATION IN 
BIGGEST AND RICHEST MARKET! 


AFH 


WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 
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DROP THESE MESSAGES IN YOUR OWN COPY 


Missing! 10,000,000 Men! 


They're missing from their former jobs in plants and 
essential civilian services . . . because their job now is in 
our armed forces. 

You American women must help take their place. In 
all kinds of hame-front jobs. You can do nearly every- 
thing they used to do. You're urgently needed in many 
areas. 


Check your local Help W. 
in your area. Then get advice 


ads for specific needs 
the local United States 
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WOMANPOWER 


Let's have more of them. For wherever there's 2 compact 
in a lunchbox, there's another woman on the job! ; 


Many areas urgently need women workers im all kind; i 
of crvihan jobs. In offices, stores, restaurants, transports. 
Check your local Help Wanted ads for specific needs 
in your area. Then get advice from the local United 
States Employment Service. 


All women have them today! They ore no longer “the ! 
weaker sex” when a flick of the finger controls « street. 
car, delivery truck, elevator, tract’. packaging machine 

. all che countless automatic mira... that sustain our 
civilian life. 

In many areas, women are urgently needed to fill men's 
shoes in necessary civilian jobs. Jobs of every kind . . . 
in stores, offices, restaurants, utilities, laundries, com. 
munity services. 

Check your local Melp Wanted ads for specific needs 
im your area. Then get advice from the local United 
ee Service. 


The Magazine , Marketing Service. in ‘cooperation with the War Advertising Coun- 
cil, has produced 20 copy blocks for insertion in advertisements, in line with the 


“war message in every ad" concept. 
are reproduced here. 


The four messages relating to womanpower 
They may be inserted in any typographic style, size or form 


desired. 


growth. There must be a revision 
in tax policies which are preventing 
industry from accumulating ade- 
quate reserves for reconversion 
and increased production facilities. 
New investment capital must be 
encouraged into industry if we are 
to enjoy the full harvest of our 
ingenuity and productive capacity. 


Old Models—Minor Improvements 


“To get peacetime industry under 
way rapidly, models perfected be- 
fore the war must be the first ones 
produced, with such minor im- 
provements as can be made without 
delay. The results of new research, 
however, then will be added as 
rapidly as possible in the form of 
new products and improvements. 
Marked improvements in living will 
come from this research and every 
American will benefit from the cre- 
ative and productive efforts of sci- 
ence and industry working as a 


team to build a better postwar 
world.” 

The NAM Research Advisory 
Group, made up of 26 scientists and 
leaders in industrial research, em- 
phasized that the booklet is in- 
tended only as a random sampling 
of new products and processes and 
does not purport to be an ex- 
haustive survey. More than 200 
replies to the NAM questionnaire 
were received from industries run- 
ning through the alphabet—from 
aviation to zinc—embracing some 
of the largest corporations in the 
world as well as many companies 
with fewer than 400 employes. 


New Developments Reported 


Among new developments re- 
ported in the home building field 
were such things as plastic “wire” 
for window and door screens, new 
laminated gypsum products, im- 
proved rock wool insulation, pre- 


Ve: 


HENRY! 
ADDING MACHINE ! 


According to the special federal census, lately 
completed, Beaumont has a population of 77,141 
persons compared to 59,063 people in 1940. Jef- 
‘ ferson County now has 45,998 more hard-work- 
ing Americans than three years ago, bringing 
this county’s population to 191,327. Orange 
County records an equally rapid growth, mak- 
ing a total of well over 250,000 people in the 
war-busy Sabine area. 

Because of this phenominal market growth 


KFDM, with its 


nance, offers you 


Hooper authenticated domi- 
a bonus in greatly expanded 


buying power. The huge refineries, rice mills, 
steel and iron works, shipyards, and great, new 
synthetic rubber plants are your assurance of a 
market which will continue to grow appreciably 
during the war and after. Why not include 
KFDM on your schedule today? 


REPRESENTED BY 


BEAUMONT, TEX 


BLUE NETWORK, 560 K.C 


MEANS BUSINE 


*Magnetized . 


, | OOO WATTS 


HOWARD H. WILSON COMPANY 


—~— SERVING THE 
* MAGNETIZED 
SABINE AREA 


AS 
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drawing people and industries from other sectiogs’ 
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fabrication of major home heating 
equipment, and the trend toward 
~andardization of structural ele- 
ments as contrasted with former 
sta! iardization of complete designs 
for American homebuilders “who 
resist architectural regimentation.” 

Ho me furnishing and equipment 
include such things as liquefied 
pet! oleum gas for farms and coun- 
try homes at about one-fourth the 
expense of bottled gas; new gas- 
fire all-year air conditioning units; 
smokeless coal stoves; wall paper 
which can be applied by the pur- 
chaser; new synthetic resin finishes 
for furniture to be produced faster 
and sold cheaper; a light- metal and 
lastic evolution in household 
equipment generally. 

Extension of quick freezing and 
dehydration of food and the forti- 
fcation of foods by the addition of 
vitamins and new protein deriva- 
tives; synthetic spices; innumerable 
medical discoveries and develop- 
ment of chemical therapies such as 
the new wonder drug, penicillin, 
highlight the food and health sec- 
tion of the booklet. 


Many New Fabrics 


The war has greatly accelerated 
research on synthetic fabrics which 
will be available in greater quanti- 
ties than ever before. They are 
adaptable for such things as crush- 
proof velvet, fabrics for men’s suits, 
and shoes. Synthetic wool for fleecy 
fabrics and new leather tanning 
agents to make shoes last longer 
were reported. Tremendous prog- 
ress has been made in the treatment 
of fabrics to make them resistant 
to fire, mold and insects, including 
moths. Fireproof textile materials 
may be expected to be used widely 
for drapes, curtains and rugs in 
homes as well as churches and 
theaters. A new light synthetic 
rubber-coated fabric has the same 
tensile strength as old waterproof 
fabrics four times as heavy. 

Commenting that “the time may 
not be far distant when we will 
have a popular song about a heli- 
copter built for two, because de- 
signers of this form of family plane, 
and producers of parts for experi- 
mental models have . great confi- 
dence in it,” the booklet listed, 
among others, the following devel- 
opments: high-speed gas turbines for 
commercial and cargo planes and 
numerous other uses; steel propellers 
to displace rather than combine with 
aluminum for heavy commercial 
planes; mass-produced railroad car 
wheels of metals more resistant to 
heat caused by brake shoes; use of 
new resins to stabilize soil for air- 
ports; new bus designs to take 
advantage of new light metals and 
high octane gasoline; widespread 
application of radar to peacetime 
navigation; turbine-driven locomo- 
tives with the turbine geared di- 
rectly to the drivers, indicating a 
saving of more than 25% in steam. 


A Wonder World 


Other new products and devices 
nclude a new automatic coin 
hanger which will change dimes 
and quarters into nickels; an auto- 
matic beverage machine which will 
remove the cap from the bottle 
and pour the contents into a cup; 
new methods which will make 
possible the production of larger 
television pictures for home use; 
television in theaters which will 
show pictures of events: as they 
ccur; electron microscopes, magni- 
fying an object as much as 100,000 


times, making it possible to see 
molecules for the first time; elec- 
tronic devices, measuring darkness, 
to turn artificial lights on and off 
as required; radio frequency heat- 
ing to purify and dehydrate foods; 
heavy paper cylindrical forms to 
take the place of wood forms into 
which concrete is poured for build- 
ing construction; treated paper elec- 


trical conduits to replace metal and 


wood; lignin plastics made from 
the waste products of paper manu- 
facture, and many combinations of 
metals and plastics, ceramics and 
plastics, and synthetic resins and 
paper to fill special needs. 


Admitted to ABC 

The Press, Petersburg, Ind., has 
been admitted to membership in 
the Audit Bureau of Circulations. 


15,664,000 Lines 


of Treasury Copy 
in July Dailies 


Washington, D. C., Aug. 26.— 
Daily newspapers carried 15,664,053 
lines of war bond advertising during 
July, Don U. Bridge, special con- 
sultant of the war finance division 
of the Treasury, reported in a letter 
to publishers this week. 

The linage figure was supplied by 
Advertising Checking Bureau under 
a contract with the Treasury. The 
report further showed that 1,702 
daily papers published 25,110 war 
bond ads. Mr. Bridge estimated that 
the newspaper space was valued at 
$1,723,000. 

The Treasury report covered only 


advertising in daily newspapers, but 
Mr., Bridge estimated that “more 
than 2,500 weeklies also published 
millions of lines.” 

“These figures again emphasize 
the large potential linage offered by 
locally sponsored war bond adver- 
tising,” he wrote. “The annual dol- 
lar volume is larger than the expen- 
ditures in newspapers of the five 
largest newspaper advertisers com- 
bined. Of still larger importance is 
the tremendous contribution of this 
advertising to the successful prose- 
cution of the war.” 

The Advertising Checking Bureau 
report showed that 59.6% of the 
total war bond linage in daily pa- 
pers consisted of Treasury mat ma- 
terial. Treasury officials have sup- 
plied prepared mats, and have urged 
their use to save time and metal and 
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to assure a consistent national cam- 
paign. 


KFSD Joins NBC 

KFSD, San Diego, will join the 
Pacific Coast network of the Na- 
tional Broadcasting Company Sept. 
1. It will function as a _ supple- 
mentary outlet until Oct. 1, 1944, 
when it will become the seventh of 
NBC’s basic network stations on the 
coast. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


LONG 


LIFE 


LAWN SPRINKLER COVERAGE LACKS 
SPREAD AND PENETRATION 


AGAZINE 


@ You con't grow a bumper crop of sales in today's executives . 
Avietion Field with a trickle of advertising that covers 


only a fraction of its fertile acres. 


. bonkers .. . 
plus tens of thousands of "comers" — men in the armed 


government officials . . 


In four short yeors 
aviation has jumped from 75ih place to Is! place 
among all industries .. . is far bigger than the Auto- 
motive Industry at its peacetime peak! 

Saturate this market with FLYING . .. the only cero- 
| nautical publication that has kept pace with the growth 


of the industry ...the only magearine that gives you 
|| the spread and penetration essential to effective cullti- 


vation of so tremendous a market. 
With o@ current circulation of nearly ao quarter of a 
million, FLYING gives you saturation coverage . . 
| (he “economical” name for 
| . quality thin paper, now 
erving Uncle Sam and war 


industries. 


forces and war picnits who will shape the post-war 
future of this big, vital industry. 

FLYING's readersinip includes 98% of all Presidents, 
Vice Presidents, and General Managers of VU. §. Air- 
craft Companies; 95% of all top executives in the 
airlines; 


1743 subscribers in Washington including: 
77 Senators; 319 Members of the House of Repre- 
sentatives, and 9 Members of the President's Cabinet. 

Only through FLYING can your sales messages be 
given the spread ond penetration that assures effective 


. top saturation of the entire Aviation Market. 


ZIFF-DAVIS PUBLISHING COMPANY - CHICAGO, ILL. 


OFFICES IN NEW YORK 


WASHINGTON, D. Cc. © tOS ANGELES * LONDON - 
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Places Car Card Drive 

A transportation advertising cam- 
paign has been initiated for Lans- 
downe Reserve whisky through 
Henry J. Kaufman Advertising, 
Washington, D. C. Two-sheet post- 
ers are being used in the IRT and 


BMT subway systems in New York | 


City, and also in the city’s inde- 
pendent subway system. A similar 
ear card campaign is being used in 
Newark, Camden, Trenton, Eliza- 
beth, Wilmington and Baltimore. 


bette dvertising’ = 


German Paper Suspends, 
Hit by Paper Shortage 

One of Germany’s oldest and 
best known newspapers, the Frank- 
furter Zeitung, which before Hitler 
came to power was the most influ- 
ential liberal and democratic daily 
in south Germany, will suspend 
publication soon because of the 
shortage of labor and newsprint 
supplies, the British Broadcasting 
Company said recently in a broad- 
cast recorded by the United Press. 

In the last few months about half 
of all German newspapers, periodi- 
cals and business papers have been 
“losed down or amalgamated, the 
BBC said. The Frankfurter Zeitung 
is owned by the big chemical trust, 
I. G. Farbenindustrie. Under Nazi 
rule it was brought into line with 
the rest of the German press, but 
it always retained a certain finan- 
cial and political independence from 
the Nazi party. 


Jacobs to Horton-Noyes 
Jacobs Mfg. Company, Hartford, 

Conn., maker of drill chucks, has 

placed its account with Horton- 


Noyes Company, Providence. 


Gnericas Rice Granary 


—AROUND CROWLEY, 


LOUISIANA — 
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The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it ta thee to do so through 
the column.: 


August 16. We are not yet making the 
progress we should in converting publica- 
tion advertising to war. As I looked over 
the last issues of all the weeklies today I 
saw too many ads with nothing to sell, 
and nothing to say except “What a big boy 
am I!” With the shortage of manpower 
and paper which now exists, this begins 
to be a criminal waste of the communi- 
cation facilities of this nation, and all of 
= concerned had better wake up to that 
act. 


. 
S| 

August 17. Here is a nice little moral 
as well as business problem with which a 
friend of mine has been wrestling. His 
business is a small manufacturing one. 
His product is in good demand, but can 
hardly be classed as an essential one, even 
to civilian supply. So far he has been able 
to get materials and labor, so his business 
is not in distress. For over a year he has 
tried in every possible way to convert to 
war production, but because he is not in 
distress no government agency seems inter- 
ested. There ought to be some way in 
which this efficient little working unit 
could add its bit to war manpower, with- 
out closing up shop and destroying a busi- 
ness which will be needed when postwar 
employment becomes a problem. 


August 18. Heading for the far West, I 
ran into a bunch of radio people on their 
way to Hollywood. It seems to me that in 
this branch of our business there is more 
war consciousness, and more action about 
it, than in any other. Perhaps this is 
because our radio people are more show- 
men than salesmen—and the war is the 
biggest show on earth. Which is not to 
impugn their patriotism, either. 


August 19. Saw a well-known magazine 
publisher, at a western ranch resort, who 
had gone native in a big way—cowboy 


boots and pants, striped red shirt, and 
five-gallon Stetson. It seems that all most 
of us need is this kind of a chance to 
release our too-suppressed instincts for 
colorful dress. But in an Indian village 
that I know, such visitors are summed up 


with the realistic comment: “Big hat; no 
cattle.” 
se 
August 20. An old Indian friend of 


mine came to see me, and brought along 
his little drum, because he knows that I 
like to hear the songs of his people. After 
supper we sat around in the twilight while 
he tapped the drum and sang to it. One 
song came out which I hadn’t heard before, 
and I asked what it was. “That song,” he 
said, “from long time ago. Used to sing 
it to the women while they grind corn. 
Don’t sing much any more; woman say: 
‘Go grocery—buy bread.’” Oh, Advertis- 
ing! 


August 21. A new kind of war risk 
came home to me today. On a steep, wind- 
ing, mountain road the hydraulic brakes 
of my son’s car suddenly went haywire, 
and it ended up as a pile of junk in a ditch. 
Fortunately, the driver crawled out with 
only a broken shoulder. But the cause of 
the failure, investigation disclosed, was in 
the work of a completely inexperienced 
mechanic, to whom a hitherto reliable 
garage had entrusted a recent checkup. 
The manpower shortage can be incon- 
venient in such things as laundry service, 
but it is murderous in the garages. 


August 22. A book and a letter caught 
up with me today, from a fellow named 
Jerry Ryan. The book is a magazine pro- 
motion piece, but the thought behind the 
sending of it is just about as nice a com- 
pliment as this Diarist has had. It grew 
out of a fellow-feeling for restraint and 
economy in the use of words. Shake! 


S&M's New York 


named radio director, and Ishmael 
McCullough, copywriter. 


Mr. Ryan 


$100 War Bond Offered 


IS IN WWL-LAND! 


and so are 10,000,000 customers from five different states! 


$15,000,000- —that’s the value of Louisi- 
ana’s annual rice crop! And Crowley, 
prosperous capital of Louisiana’s rice- 
land, represents still another Deep 
South market, completely covered - 


WWL. 
NOT JUST EVERY RADIO in New 


Orleans, or Louisiana, but every radio 
in the Deep South can bring home a 
WWL sales message! For hundreds of 
miles, no other station is even half as 
powerful! 


- # 


‘NEW ORLEANS. 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Noat'l Representatives, The Katz Agency, Inc. 


Setup Geared as 
Individual Unit 


New York, Aug. 24.—With the 
latest announcement that Julian 
Bowell will join the agency as art 
director Sept. 1, the New York 
headquarters of Sherman & Mar- 
quette will assume the aspect of a 
more self-contained and closely- 
knit organization, in a position to 
function as a unit independent of 
its Chicago connection. 

An informed spokesman within 


the agency told ADVERTISING AGE 
that insofar as the New York office 
of Sherman & Marquette is con- 
cerned, all the operations of a fully 
staffed agency will be performed at 
this end, including plans, copy, 


| media, production, art work, radio 
production, etc., with the only de- 
pendency on the Chicago headquar- 
|ters being in the departments of 
space orders and billing. 

Mr. Bowell comes to Sherman & 
Marquette from Batten, Barton, 
| Durstine & Osborn, where he was 


also art director, prior to which he| 


served with William Esty & Co., in 
a similar capacity. 

Since the agency opened its New 
York headquarters last Feb. 19 
(AA, Feb. 15) several important 

|changes in personnel have been 
made. At that time, J. Allen Bar- 
| nett, vice-president, who came to 
the agency from Benton & Bowles, 
moved from Chicago to head the 
New York office. Mr. Barnett served 
as account executive on the Col- 
gate - Palmolive - Peet account, and 
supervised the Al Jolson program 
on CBS for Colgate’s tooth powder 
and Bill Stern’s sports newsreel on 
NBC for Colgate’s shave cream. 


Staff Expanded 


Last June 15 Mr. Barnett resigned 
to become vice-president of the 
Pepsodent Company 
and was succeeded by Carl Brown, 
who was named vice-president in 
charge of the New York office. Mr. 
Brown came to Sherman & Mar-| 
quette from Blackett-Sample-Hum- | 
mert in Chicago, where he served | 
as account executive on the Gen-| 
|} eral Mills account. 

Other recent additions to the 
agency are Morgan Ryan, recently 


fills a post which has been vacant 
for some time, while Miss McCul- 
lough takes over the spot formerly 
held by Ashley Belbin, who was) 
named head of the creative staff on | 


Kelso Taeger continues as direc- 
tor of media and research and W. R. 
Denning continues as _ production 
manager. Both were transferred 
from Chicago to New York when 
Sherman & Marquette opened east- 
ern headquarters. 


Fell Launches Book 


| with $100, $50 and $25 war bonds 
Feb. 19, and left the agency Aug. 1. | 


Publishing Company 

A new book publishing company | 
has been formed in New York with} 
offices at 386 Fourth Ave., by Fred- | 
erick V. Fell, formerly owner of | 
the Arden Book Company. An im- 
posing list of books for the fall and | 
winter season has been announced, | 
among them “Why Sea Power Will 
Win the War,” by Rear Admiral 
Yates Sterling Jr. To announce the 
new company double-truck adver- 
tisements were placed in book trade 
papers, and other copy will appear 
in a list of daily newspapers. 


Callahan Joins Agency | 


John T. Callahan, for the past 12) 
years merchandise and sales pro- 
motion manager of Sears, Roebuck 
& Co.’s Pittsburgh stores, has joined | 
Wiltman & Pratt, Inc., advertising 
agency of that city. 


for Station Slogan 


Gene O’Fallon, manager of KFEL 
Denver, has announced a contest 


as prizes for four-word slogans 
using the KFEL call letters as the 
first letters of the words, such as 
“Keep Freedom Ever Lasting.” 

There are no rules. “Just write 
the slogan on anything” and mail 
it to Mr. O’Fallon. The contest 
closes Sept. 15. 


in Chicago, | 


GIBBONS 


AODVERTIGING 
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Say STRe 


TORONTO MONTREAL WINNIPEG 


J. J. GIBBONS 1 LTD. 


WS CANADA 
MERCHANDISING 


vancoume 


— 


REGINA CALGARY EOMONTON 


THE LENMORE PRESS 
ar ecialists in color for over 20 years 
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FM Stations to 
Get New Names 


Washington, D. C., Aug. 26.—The 
FCC will rename all of the nation’s 
45 FM radio stations under a ruling 
handed down Tuesday abolishing 
the traditional numeral-letter sys- 
tem that has designated the ultra 
shortwave stations. 

This nomenclature reform has 
long been advocated by many FM 
operators who claimed that the cum- 
bersome number-letter signal was 
displeasing to the public, and there- 
fore robbed the station of individ- 
uality. 

Under the new system, FM sta- 
tions will use call letters identical 
and not distinguishable from stand- 
ard transmitters and commercial 
television stations except in the 
eases of FM adjuncts to standard 
stations. These adjuncts under the 
new ruling, may use the standard’s 
call, with the added letters “FM” 
on the FM broadcasts. 

In announcing the change, which 
will be made Nov. 1, the FCC in- 
vited operators to submit call letter 
requests. FCC said that 4,000 call 
letters are available, 2,900 “K” calls 
for stations west of the Mississippi 
and 1,100 “W” calls for eastern sta- 
tions. Requests must be with the 
FCC by Oct. 1. 

In illustrating the new call letter 
system, FCC explained that the FM 
adjunct of the hypothetical WAAX, 
would be WAAX-FM. A current 
FM station in Los Angeles might 
change its name to KSSL if it 
pleased, or a New York station, 
WDDZ. Under the old system, there 
were three parts to the FM call: 
the first letter identifying east or | 
west, the numerals giving frequency, | 
and the second group of letters iden- | 
tifying the city. Thus a Los Angeles 
station might have been K37LA. 


Starts New Campaign 


Adler Shoes for Men, New York, | 
will begin a new campaign in New | 
York newspapers for Adler Com- 
pliables. Weekly insertions which 
will break around Labor Day, will | 
be keyed to the theme “Science | 
outdoes nature.” Consolidated Ad- | 
vertising Agency, New York, | 

| 


handles the account. 


—MOLINE-ROCK ISLAND— 
ILLINOIS | 
Passing EVERY |. 
Market Test 


“ARGUS - DISPATCH" Blankets this Market. 


One Space Order 


Brimful of Post-war Possibilities, 
MOLINE - ROCK ISLAND is Command- | 
ng the Attention of More and More 
National Advertisers who are Aiming 
heir GOOD WILL LINAGE at our 


103,526 |. 


1940 U.S. CENSUS METROPOLITAN POP.) 


This is ONE, single market and one 
f the leading mid-western industrial 
roduction centers. 90% of our war- 
busy productive capacities existed BE- 
ORE the war. VICTORY PEACE will 
‘nd JOHN DEERE, INTERNATIONAL 
HARVESTER, J. |. CASE and many 
thers aggressively intent upon serving 
world-wide, post-war markets. Our peo- 
ple, THEN as NOW, will be busy — 
‘nd alert to your sales messages THEN 
as they are to your GOOD WILL 
expressions NOW. 


HOME OF THE ROCK ISLAND 
GOVERNMENT ARSENAL 


National 


The 
Representatives 


Allen-Kiapp Co. 


Committee Names 


Seidman Chairman 


Nathan H. Seidman, president of 
the Inter-Racial Press of America, 
has been appointed chairman of the 
New York committee of the Na- 
tional War Fund’s foreign language 
press division. 

He will try to enlist the coopera- 
tion of the publishers and editors 
of the city’s 100 foreign language 
publications in support of the cam- 
paign to raise locally almost $17,- 
000,000 of the fund’s national goal 
of $125,000,000. 


Resigns Casein Account 


Ferry - Hanly Company, New 
York, has resigned the account of 
the Casein Company of America, 
division of the Borden Company. 


‘Pathfinder’ Sold 
to Publisher of 


‘Farm Journal’ 


Philadelphia, Aug. 25.—Negotia- 
tions for the sale of Pathfinder, 
news magazine with an almost ex- 
clusively small town audience, to 
Graham Patterson, publisher of 
Farm Journal and Farmer’s Wife, 
were completed here this week. The 
sale was made by Emil Hurja, pub- 
lisher of Pathfinder since 1939, who 
will continue with the publication 
in an important editorial and ex- 
ecutive capacity. 

The new owners, 
Mr. Patterson, intend to continue 
Pathfinder as a national news 
weekly appealing to smaller city 


according to 


| and small town readers. Editorial 
_ and publishing headquarters will 
_ be continued in Washington, where 


tion and advertising will be han- 


ization. 
paper, including 


cess of $300,000. 


Mr. Patterson emphasized that 
plans for the publication cail for 
large - scale expansion. Pathfinder 
was founded early in 1894, and at 
one time was an important factor 
in the mail-order advertising busi- 


ness. It has been little in the news 
in recent years, but still has an 
ABC circulation of more. than 
550,000. 


“There is no doubt that the need 


| history and loyal readership. 
the magazine has its own building | out Pat 
and printing plant, while circula-| finder had more than half a million 
|circulation going to every quarter 
dled by the Farm Journal organ-|0f the United States. 
The price paid for the| that this can be greatly increased 
the Washington | 
real property, was reported in ex-| 
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Patterson said. “We were attracted 
to Pathfinder because of its long 
With- 
Path- 


aggressive promotion, 


We believe 


with the more attractive and com- 
plete magazine which the resources 
of Farm Journal, Inc., will enable 
us to produce.” 


Ask Evening Phone Cut 


Headlined, “Seven o’clock rush,” 
a four-column by 16-inch news- 
paper advertisement of the Pacific 
Telephone and Telegraph Company, 
San Francisco, recently asked the 
public to help make way for serv- 
ice men by not calling between 


exists for such a publication,” Mr.! seven and ten at night. 


NATIONAL ADVERTISERS 
INVEST MORE MONEY 


iN WHO 


THAN IN ANY 


1OWA NEWSPAPER! 


An analysis of 1942 national ad- 


vertising expenditures in Iowa 


newspapers has just been com- 


pleted. Results are so startling 


we knew you'd be interested. 


During 1942, WHO carried about 


a half-million dollars more na- 


tional business (network and 


national spot) 


than the total na- 


Giga. 
= 


tional business of Iowa’s largest 


morning paper and Iowa’s largest 


evening paper combined—and 


even when Iowa’s largest Sunday 


paper was thrown in, the scale 


still tipped in favor of WHO! 


Every penny invested with WHO 


was spent willingly—no forced 


combinations, or anything like 


that. What we do have is lowa’s 


best advertising medium—and the 


customers know it! 


Write or wire for availabilities— 


or ask Free & Peters! 


jor IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 


J. 0. MALAND, MANAGER 
FREE & PETERS, INC... . National Representatives 
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To Use Air Maps 
in Promotion 
of Disney Film 


New York, Aug. 25. — United 
Artists and the Aluminum Com- 
pany of America have completed 
arrangements whereby United 
Artists, in connection with its cur- 
rent Walt Disney release, “Victory 
Through Air Power,” will distribute 
several million air maps published 
by the Aluminum Company, Paul 
N. Lazarus Jr., U. A. director of ad- 
vertising, publicity and exploita- 
tion, has revealed. 

Each map is 33x24 _ inches, 
printed in four colors and contains 
geographical locations of key air- 


Covers 83% 


of all million-dollar 
manufacturers 


Choose the 


Leader... 


* 


port bases and information on air- 
craft identification of all allied na- 
tions, as well as the various Ameri- 
can service and squadron insignias. 
The maps are similar to expensive 
air maps now being sold in stores 
throughout the nation. 

In its promotion campaign on 
“Victory Through Air Power,” 
United Artists has made these maps 
available gratis to all theater men 
playing the new Disney picture. 

Several effective methods have 
been employed by exhibitors in the 
distribution of the maps locally. 
Some showmen playing “Victory 
Through Air Power” have secured 
the cooperation of their local news- 
papers in arranging contests, with 
the winners receiving free copies of 
the map. Many theaters have 
arranged to distribute the maps in 
special envelopes containing the 
theaters’ own advertising. Other 
exhibitors are using the maps as 
free gifts for the first several hun- 
dred theater admissions, as tie-ups 
with local stores for window dis- 
plays and through various radio 
programs. 

The maps, according to C. C. Carr, 
advertising manager for the Alumi- 
num Company, have been found 
exceptionally yseful for local air- 
plane spotters in Civilian Defense. 


Carroll Joins Hoskin 


Cloey Carroll has joined George” 
C. Hoskin Associates, Chicago 


agency, as account executive. 


JULY SALES OF CHAIN STORES 


~ % Gain ~-——Ist 7 Months———, % Gain 
1943 1942 or Loss 1943 1942 or Loss 
Food Chains 
tJewel ; ....$ 3,873,851 $ 3,770,563 +2.7$ 28,434,803 $ 27,756,317 +2.4 
*Kroger Groc. & Bak. Co..... 32,656,433 29,736,751 +9.8 227,517,128 196,817,782 + 15.6 
National Tea ‘ 7,129,479 6,702,576 +6.3 49 884 742 48,697,998 +2.4 
tSafeway 45,224,452 46,561,126 —2.8 357,629,607 368,195,093 —2.8 
Group Total $ 88,884,215 $ 86,771,016 +2.4 $ 663,466,280 $ 641,467,190 +3.4 
Mail Order 
aSears, Roebuck $ 61,240,189 $ 61,597,319 —0.6 $ 394,652,754 $ 413,084,007 —4.5 
Spiegel.. ; 1,116,497 1,730,862 —35.4 15,551,923 22,772,321 —31.7 
aMontgomery Ward 41,811,462 42,520,745 —!.6 302,341,971 293,187,708 +3.) 
Group Total . .$104,168,148 $105,.848.926 —I.6 712,546,648 729,044,036 —2.3 
Drug Chains 
la ~ $ 877,637 $ 830905 +156$ 8 589,117$ 7,739,694 +10.9 
Peoples . 2,867,721 2,630,952 +9.0 19,602,756 17,526,411 +11.8 
Walgreen 9,581 507 8,420,156 +13.8 63,465,519 54,116,268 +17.3 
Group Total eee eese$ 13,326,865 $ 11,882,013 +12.2$ 91,657,392 $ 79,382,373 + 15.5 
Variety and Miscellaneous 
Bond Stores ’ 1,837,599 1,868,164 —I.6$ 23,992,886 $ 27,271,994 —12.0 
Butler Bros. cupincogai>. oe 9,604,293 —3.0 68,614,026 63,919,914 +7.3 
Consolidated Retail Stores... 1,100,788 813,605 + 35.2 10,468 572 7,400,696 + 41.4 
Diamond Shoe Corp. 1,975,303 1,961,779 +0.7 16,965 092 17,112,352 —0.9 
Edison Bros. 2,549, 109 3,193,191 —20.) 23,378,467 24,865,418 —5.9 
Fishman, M. H. 552,762 477,886 +-15.7 3,369,870 2,977,638 +-13.2 
Grant, W. T. 12,171,074 10,440,800 + 16.5 85,058,075 75,091,325 +-13.2 
aGreen, H. L. 5,153,311 4,480,892 + 15.0 30,342,975 26,664,732 + 13.8 
alnterstate Dept. Stores 2,941,679 2,479,841 +'!8.6 19,398, 988 16,151,151 + 20.1 
Kresge, S 15,917,136 14,609,076 +8.9 107,211,841 100,213,675 + 6.9 
Lane Bryant, Inc. 1,708,846 1,503,450 + 13.7 16,835,448 12,821,890 +31.3 
aLerner a 5,751,935 5,085,869 + 13.1 36,855 048 29,063,520 + 26.8 
McCrory i 5,172,076 4,503,827 +148 35,339,626 30,805,161 + 14.7 
McLellan Stores 2,836,007 2,368,125 + 19.8 16,360,866 13,296,135 +-23.0 
Murphy, G. C 6,447,163 5.775.238 +116 44 296 569 38,414,397 +15.3 
Neisner Bros. 3,008 357 2,529,635 + 18.9 19,251,131 15,951,269 + 20.6 
Newberry, J. J. . 7,252,461 5,775,046 + 25.6 46 357,988 37,087,792 +-25.0 
Penney, J. C. 34,168,210 34,679,707 —1.4 252,466,470 235,217,725 +7.3 
Schiff Co. 1,657,570 1,706,992 —2.9 11,020,637 10,501,447 +4.9 
Western Auto 3,947,000 4,678,000 —I5.4 25,240,000 33,647,000 —25.0 
Woolworth, F. W. 34,687 421 31,705,636 +9.4 235 054 449 216,603,769 +8.5 
Group Total ..$160,152,255 $150,241,052 + 6.6 $1,127,879,024 $1,035,079,020 + 9.0 
Combined Total $366,531,483 $354,743,007 +-3.3 $2,595,549,344 $2,484.972,619 +-4.4 


+Four weeks and 28 weeks. 
tFour weeks and 32 wecks. 
aSix-month period. 
*Ten-month period. 
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4 DEDICATED TO THOSE WHOSE CONVICTION IS “TI 
INDIVIDUAL ENTERPRISE AND WHO ADVERTISE 
NOW TO INSURE ITS CONTINUANCE 


S AMERICAN as hot dogs, ice 


cream cones, and baseball—ad- 


vertising has provided a standard 


of living for the average citizen not given 


to kings and potentates of the past. Mass 


production, with its resultant low manu- 


facturing costs, is possible only through 


mass selling, with its resultant low selling 


costs. Mass selling is another term for 


advertising. 


Advertising—wisely planned, placed, and adequately continued— 
cheaply and efficiently enlarges the use of a product or provides 


, 


SCRIPP 


YORK . . .World-Telegrom 4 
CLEVELAND... .... Press CINCINNATI. . 
PITTSBURGH. ...... Press KENTUCKY . . 
SAN FRANCISCO . News 

INDIANAPOLIS. . . . . . Times KNOXVILLE . . 


NATIONAL ADVERTISING DEPARTMENT + 230 PARK AVENUE- NEW YORK 


Covington edition, Cincinnati Post 


. News-Sentinel 


the basis for an enlightened, intelligent public opinion. 


EVANSVILLE. . 2... ss 
HOUSTON. .. «ss es 
PORT WORTH... ..«-; Press 
ALBUQUERQUE - « Tribune 
PASO ....-. Herald-Post 


Continental Foods 


Sued for Violation 


The Newark district office of the 
OPA brought suit recently in the 
U. S. district court for $397,755.84 
against Continental Foods, maker of 
Lipton’s Continental Noodle Soup 
Mix, for alleged violation of price 
ceilings. 

Nathan L. Jacobs, chief OPA at- 
torney in Newark, charged in the 
suit that the company reduced the 
size of the package containing the 
soup without reducing the price 
proportionately. The complaint 
charged that the company reduced 
the soup-mix package from 2% to 
2% ounces, adding that between 
Sept. 15, 1942 and last Jan. 31 the 
company sold and delivered 414,329 
cases of the soup mix, resulting in 
overcharges of $132,585.28. The OPA 
is seeking triple damages under the 
price-fixing law. 


Income Rises Exceed 
Living Cost Increase 


Income rises far exceed the in- 
crease in the cost of living in the 
past year, with family income 
jumping more than 30%, according 
to “Fighting Facts,” new reader- 
forum study of Fawcett Women’s 
Group readers. The median fam- 
ily income of Fawcett readers 
climbed from $2,041 in 1942 to 
$2,652 in 1943, the study states. In 
1942, 48% of the family incomes 
were more than $40 a week. In 
1943, 77% were over this figure, 
with 34% over $60 a week as 
against 15% for the year before. 
Single girls enjoyed even more 
spectacular income boosts. Where 
only 44% of them earned more than 
$20 a week last year, a full 75% 
of them now earn over that amount, 
with a medium income increase 
from $1,014 a year to $1,430. 

The Fawcett Reader Forum, from 
which this study was made, is com- 
posed of 1,500 women readers dis- 
tributed geographically according 
to U. S. population figures. 


Carlile Promoted 

William Carlile, formerly me- 
chanical superintendent, 
| made manager of the Times, 
Alto, Cal., succeeding Jack Broback, 
| who is now assistant to E. R. Lovett, 
| manager of Peninsula Newspapers. 


has been | 
Palo | 
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OWI Magazine 
Editor’s Advisory 


Committee Named 


Washington, D. C., Aug. 25— 
Palmer Hoyt, director of the OW] 
Domestic Branch, this week named 
the third in his series of media 
advisory committees. The latest js 
a group of nine national magazine 
editors to advise on activities of | \¢ 
OWI magazine bureau. Mr. Hoyt 
has already named newspaper and 
radio advisory groups. 

The magazine group consists of 
representatives of both weekly a 
monthly publications. According to 
Mr. Hoyt’s plans, it will meet every 
three months, with the first meet- 
ing some time in September. [ts 
chief function will be to inform 
OWI on editorial matters peculiar 
to magazines. 

Those named to the group are: 
William L. Chenery, publisher, 
Collier’s; Mrs. Edna Woolman Case, 
editor, Vogue; George T. Delacorte 
Jr., publisher, Dell Publishing Com- 
pany; Mrs. Beatrice Gould, co-edi- 
tor, Ladies’ Home Journal; Ben 
Hibbs, editor, The Saturday Eve- 
ning Post; Frank McDonough, edi- 
tor, Better Homes & Gardens: 
Wheeler McMillen, editor, Farm 
Journal; DeWitt Wallace, editor, 
Reader’s Digest; and Otis Wiese, 
editor, McCall’s. 

Two additional advisory commit- 
tees are being formed by Mr. Hoyt. 
One, for rural newspapers, will be 
completed shortly. The other, for 
Negro newspapers, may not be 
completed for some time. 


‘Food Industries’ to 


‘Show Production Film 


To show in detail various proc- 
esses employed in the production of 
food, McGraw-Hill’s Food Indus- 
tries has prepared a series of full- 
color movies taken with the cooper- 
ation of such firms as Swift & Co., 
Armour & Co., Life Savers Corpora- 
tion, Maxwell House Coffee Divi- 
sion of General Foods Corporation, 
The Best Foods, and other well 
known food processors. 

The Food Industries’ presentation 
is being released this month and 
will be made to groups in individual 
companies throughout the country. 


Coca-Cola Launches 
New Campaign 


The Coca-Cola Company and 
more than 900 bottlers of Coca-Cola 
are launching a new advertising 
campaign which will be carried by 
a total of 1,612 newspapers in 1,379 
cities. Theme of the new Coca- 
Cola campaign, “Coca-Cola, the 
global high-sign,’” as a symbol of 
home for the fighting men of the 
United States, will be introduced in 
the nation’s press and carried in 
magazines, radio scripts, and other 
media. The series continues to 
stress “Coke” as synonymous with 


Coca - Cola. D’Arcy Advertising 
Company, St. Louis, handles the 
account. 


Names Walter Wiley 


West Side Iron Works, New York, 
has named Walter W. Wiley Adver- 
tising, New York, to handle ‘its 
account. Newspapers and busin¢ 
publications will be used to ca! 
both institutional advertisements 
and appeals to enroll manpower in 
the company’s plant. 


Agency Adds to Staff 


Clarence Atwood, formerly c 
nected with Burton-Bigelow, sa 
counsellors, New York, and Pau! 
Nordloh, lately in charge of trac 
advertising for Deere & Co., Mo! 
Ill., have been added to the staff 
Klau-Van Pietersom-Dunlap As 
ciates, Milwaukee. 
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is the 


| Q What 


Store 


reader preference 
Merchandiser? 


for the Syndicate 


Repeated surveys show that reader preference runs as 
igh as 4 to 1 for the Merchandiser. 


For 5c to $1.00 Variety Store Market Facts Write 


Syndicate Store Merchandiser- 


79 Madison Avenue, New York 16, N. Y. 
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Flying Forts 

Mix Ice Cream, 
Dairy Copy Says 


New York, Aug. 25.—How crews 
( Flying Fortresses often freeze a 
eontainer of ice cream while dodg- 
1g flak and enemy fighting planes 
x miles above the earth, is the 
nteresting story told in the full- 
ge National Dairy Products Cor- 


“3 direct hits, sir—and 10 quarts of vanilla!” 


ne catathe pow dairy pres 


hoor ast ritheen Conde 


NATIONAL DAIRY 


weooucts ss 
ame Aree 


poration advertisement currently 
appearing in Atlantic, Harper’s, 
Life, National Geographic, New 


Yorker, Parents’, Time and United 
States News and a list of medical 
and dietetic journals. 

Captioned “3 direct hits, sir—and 
10 quarts of vanilla!” the advertise- 
ment is based on an actual incident 
reported by the New York Times. 
Before leaving on a mission, the 
crews of big U. S. bombers some- 
times stow away a can of ice cream 
mixture in the tail-gunner’s com- 
partment, where the subsequent 
shaking and freezing (the weather 
six miles up is 60 degrees below | 
zero) results in a batch of dessert | 


when the planes return to base. ta 


As with all the “news shot” illus- 
trations used in this National Dairy 
series, great care was taken in mak- 
ing the photograph to insure that 
every detail, from the interior of 
the headquarters hut to the flier’s 
uniform and equipment, was abso- 
lutely correct, the agency stated. 
The Army, the Marine Corps, and 
the air forces render invaluable 
service in checking on such details. 

N. W. Ayer & Son is the agency. 


WENY Joins NBC 


Station WENY, Elmira, N. Y., will 
become affiliated with the NBC net- 
work as a basic supplementary out- 
let, effective Sept. 1. 


ae ee ene 


3 Million “Buy-Wise” Families 
Fer Your Products in Prosperous 


AFRO-MARKETS _ 


* BALTIMORE * WASHINGTON | 
* PHILADELPHIA * RICHMOND | 
* NEW JERSEY | 


You can sell this compact able-to-buy 
market easily and economically 
through the medium of The AFRO- 
AMERICAN Newspapers. Guaran- | 
teed ABC coverage of the fertile 

Negro market from New York to | 
North Carolina Cultivate we we 


Write for a Free Copy 
of our brochure, “New 


Sat Sine” 
oo 170,000 
no* A.B.C. 


Loyless Changes Manager 


Leonard Schultz has succeeded 
A. A. Collings as Eastern manager 
of Loyless Publications, Atlanta, 
publisher of National Carbonator 
and Bottler and Laundryman’s 
Cleaner’s Guide. 


Feen-a-Mint on the Air 


A 13-weeks’ program of radio 
spots for Feen-a-Mint has been 
started over Canadian stations. 
Baker Advertising Agency, Toronto, 
handles the account. 


Issues Food Handbook 


“Canned Food Handbook” in a 
new wartime edition has _ been 
issued by American Can Company, 
which is distributing 14,000 copies 
to the industry. 


Abraham & Straus 
in Radio Debut 


New York, Aug. 25.—Abraham & 
Straus, one of the oldest and larg- 
est department stores in America, 
and the second largest user of 
newspaper advertising in New York 
City, will make its debut as a radio 
advertiser when it becomes the 
sponsor of “Missus Goes A-Shop- 
ping” on Station WABC, beginning 
Sept. 10. 

The radio program is not in- 
tended to replace newspaper adver- 
tising but it is expected to enhance 
it by adding the advantages of an- 
other universal home medium, ac- 
cording to A&S. The show will 
be aired at 8:30 a. m. EWT, weekly 
beginning Sept. 10, and will be in- 


creased to three times weekly start- 
ing Oct. 4. John Reed King will 
act as master of ceremonies of the 
quiz broadcast. 

Abraham & Straus is co-owner 
with Bloomingdale Brothers of FM 
Station W75NY, operated by Met- 
ropolitan Television. Since the 
first of the year they have been 
sponsoring a _ twice-weekly non- 
commercial program titled “War- 
time Living.” 

Neff-Rogow, New York, has been 
appointed agency to handle the 
A&S account. 


Boyle to JWT 


Joseph E. Boyle, for many years 
an Associated Press correspondent 
in the Midwest has joined the pub- 
lic relations staff of J. Walter 
Thompson Company, New York. 
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WSM Helps Its State 


Harry Stone, general manager of 
WSM, Nashville, is mailing copies 
of a brochure, “Tennessee, the First 
Public Power State,” to the usual 
promotion list of the station. The 
brochure, beautifully printed, is not 
WSM promotion, but was published 
by the Governor’s Industrial Coun- 
cil, Department of Conservation, 
Nashville, as an industrial promo- 
tion piece for the state. 


va YOU'RE LOSING SA 


not using words-to-sell in 
Science's Classified Section, 
you're losing sales. This medium reaches 
over half a million men and sells them. 
Rate a word. Classified 
Folder A-13 explains all. Your copy 
is free! Write for it today! 


If you're 
Popular 


is only 35c 


PULAR SCIENCE o 355, Fourth Ave. 


New York City 


: Transcriptions of Stevens’ voice 
furnished on request... 


Associated Press and 
United Press News 
Every Hour on the Hour 


ie FAMOUS NEWSCASTER 
FS, Formerly on 78 Mutual Stations 
For Bayuk Phillies Cigars 


: 21 Rating . ff 
14.6% of Listeners / 


ie { According to Hooper Survey— 
Winter & Spring 1942-1943} 
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Oldsmobile Copy 
Has Kept Dealer 
Group Intact 


New York, Aug. 25.—The impor- 
tant part helpful, informative ad- 
vertisements are playing in solving 
wartime problems for the nation 
and for business is revealed in a 
case study of Oldsmobile’s adver- 
tising published by the Bureau of 
Advertising, American Newspaper 
Publishers Association, in its cur- 
rent “Advertising Facts.” 

“When war forced the stoppage 
of automobile production and the 
‘freezing’ of new cars,” the Bureau’s 
folder relates, “auto dealers were 
deprived overnight of their chief 
source of revenue. The Oldsmobile 
Division of General Motors—like 
every other manufacturer in the 
industry —faced the prospect of 
losing a distributive organization 
that would be difficult to replace at 


OBILI 


ALABAMA 


the war’s end. Moreover, the pos- 
sible closing of so many auto serv- 
ice centers loomed menacingly over 
America’s wartime transportation 
system.” 

Oldsmobile, allocating more than 
70% of its automotive advertising 
budget to newspapers, quickly 
launched a campaign to keep its 
dealer structure intact. Advertise- 
ments were placed monthly in as 
many as 1,750 newspapers covering 
1,500 cities. Copy, which was pre- 
pared by the D. P. Brother & Co., 
Detroit, stressed the need for war- 
time car care, told of new cars for 
sale almost immediately after they 
were released by the OPA, and 
when manpower became a problem, 
sought mechanics for dealers. 


Dealers in Good Shape 


Among the results reported by 
Oldsmobile are these: dealers are 
selling more service today than 
ever before; dealer mortality in 
1942 was lower than in any pre- 
vious year except 1935; and more 
than 90% of the Oldsmobile dealers 
are currently making a profit. 

V. C. Havens, Oldsmobile’s direc- 
tor of advertising and sales promo- 
tion, says in a letter to the Bureau 
of Advertising, “Judging by the 
comments of the dealers them- 
selves, by the favorable reactions of 
Oldsmobile owners, and by the re- 
sults achieved—not only in in- 
creased service volume, but also in 
successful used car and new car 
operations—I feel that our wartime 
dealer advertising campaign in 
newspapers has been a definite suc- 
cess.” 


Join “Wall St. Journal’ 


Stephen T. Crosby, formerly with 
the advertising department of Bul- 
lock’s, and John T. Spellman, for 
17 years with the Chicago Journal 
of Commerce, have joined the ad- 
vertising staff of the Wall Strect 
Journal in Los Angeles. 


Handles Townsend Copy 


Advertising currently appearing 
in metropolitan dailies announcing 
mass meetings for the Townsend 
Old Age Pension Plan is being 
placed by J. L. Stewart Agency, 
Chicago. 


the 


ers 


Ansel Mowrer, 
Chicago Daily 


News Foreign 
Service, Leonard 
Lyons, Dorothy 
Thompson, Elsa 


ONDE RIDEAR Crm 


MICHEL“ WICKEL“NICKEL! 


other 


Maxwell — plus 
and plus and plus. 


200,000 families pay a nickel for 


New York POST in a 3c 


field because of dozens of interest- 
ing features like Sam Grafton’s 
pungent, provocative comments 


PLUS 


topnotch- 
like Edgar 


...and do they RESPOND to advertising? 
In Men’s Clothing, for example, the New 
York POST has led the afternoon field for 


years. Men’s stores demand ACTION. The 


POST gives them ACTION. 


(A good 


media tip if you're selling to men!) 


Picture a paper big 
enough to cover 
EVERY home in Bos- 
ton, or Pittsburgh or 
San Francisco. 


SPENDS almost a BILLION dollars a year. 


York POST! 


Picture a mighty market which EARNS and 
That’s the New | 


| 


If you're not getting YOUR share of this mighty golden shower | 
—write Ed Kennelly, National Advertising Manager, for details. | 


Getting Personal 


Jack Donohue, Detroit sales representative of the Blue Network, had 
an interesting experience on his arrival at Penn station in New York 
recently. He found a bulging wallet on the platform containing more 
than $500 in cash, but what made Jack hold his breath were the im- 
posing calling cards contained in the wallet, and a much-signed “short- 
snorter.” The owner was none other than the Most Reverend Francis 
J. Spellman, Roman Catholic Archbishop of New York. Duly im- 
pressed, Jack took the wallet to the archdiocesan chancery office, where 
he was told the archbishop was out of town and had not reported the 
ae 

Mark Woods, pres. of the Blue Network, played host at a luncheon 
Aug. 19 in honor of Edward J. Noble at the Waldorf-Astoria. Execu- 
tives and department heads of the network attended. . . Wendy Joy 
is the name of the 7-pound, 15-oz. girl born at Jewish Hospital, Brook- 
lyn, to Sidney G. Alexander, exec. of Columbia Pictures, and Mrs. 
Alexander, Aug. 15. The newcomer is the second child of the couple. . . 

Stuart Sherman, pres. of Sherman & Marquette, has been presented 
with a certificate from the Navy for promotional work by his agency 
in recruiting Waves and Spars... 
George Crandall, in charge of 
CBS press information, is recu- 
perating in the country after a 
four-day siege of illness which 
confined him to the Murray Hill 
Hospital. He will return to work 
after Labor Day... 

Sumer W. Singer and John 
Cunningham, of Buchanan & 
Co., New York, have departed 
for the Coast for a series of con- 
ferences with the agency’s mo- 
tion picture clients. . . 

Harold Marshall, head of the 
New York agency of that name, 
is happy over the arrival on Fri- 
day the 13th of Elizabeth, who 
weighed in at exactly 5 pounds. 
. . Florence E. Frederickson, for- 
merly an account executive with 
Garfield & Guild, San Francisco, 
is in the South Pacific war zone 
serving as a Red Cross staff assistant. . . 

Harold E. Fellows, genl. mgr. of WEEI, is vacationing in Province- 
town. . . Russ Winnie, assist. mgr. of WTMJ, has been appointed to 
the publicity committee of the Milwaukee Assoc. of Commerce post- 
war planning program... 

J. A. Briggs, at one time with the Los Angeles Shopping News, re- 
turned to his old home town recently in his official capacity as adv. 
mgr. of the Kellogg Company. He’s checking up on several of the 
Kellogg radio programs and incidentally renewing old friendships. . . 

Malcolm Muir, pres. and publisher of Newsweek, and Mrs. Frances 
Tener Brown were married at Gloucester, Mass., Aug. 19. . . Bill 
Thomas, Young & Rubicam radio publicity chief, combined business 
with pleasure when he recently crammed together a picture-taking 
tour of the Kate Smith show and a four-day vacation. Harry Acker- 
man, radio production head of the same agency, is back from a vaca- 
tion at Nantucket. With fish stories, of course. . 

John Taylor, formerly a script writer with Pedlar & Ryan, is now 
serving with the Red Cross in New Guinea. . . In Hollywood, Milton 
Biow, head of the Biow agency, and Cal Kuhl, recently named radio 
chief, are burning the midnight oil cooking up something new for the 
season ahead... 

Stanley Resor, pres. of J. Walter Thompson, is scheduled to arrive 
in Hollywood on Sept. 11 to go over fall radio programming. . . Ben 
Solomon, partner in the Chas. Silver Advertising Agency, Chicago, 
and Mrs. Solomon are parents of a new daughter. .. James West is 
manager of Blackett-Sample-Hummert’s Pacific Coast offices recently 
established in Hollywood. . . 

Jules Bundgus, formerly Hollywood publicity director for Benton & 
Bowles and now in the Navy, and Mrs. Bundgus are parents of a 
daughter. . . Robert Colwell, v.p. in charge of radio for J. Walter 
Thompson Company, is in Hollywood working on the new RCA show, 
“What’s New?” to be heard on the Blue this fall. . . Leslie (Miss) 
Munro, fashion director for Geyer, Cornell & Newell, New York, left 
for a two-week vacation Aug. 21 and will spend it at Mont Tamblant 
Lodge in Quebec. . 

Don Ameche, who will emcee the new RCA “What’s New?” program 
on the Blue Net, played host to members of the press, radio and agen- 
cies at a cocktail party at the Waldorf-Astoria recently. Wick Crider, 
Vila Dobei and Al Durante of the J. Walter Thompson agency helped 
Don bow the guests in. Earl Mullin of the Blue, assisted by Judy 
Cortada, Art Donegan and Warren Gerz smoothed things along. Fritz 
Blocki of JWT was there, as were Edward Kobak, v.p. and genl. mgr. 
of the Blue, Bill Lengel, exec. editor of Fawcett Publications, and 
many others. . 

A postcard has been received from Ensign John C. Needham, who 
is in a Jap prison camp in the Philippines, reporting that he is well 
and uninjured. Ensign Needham is the son of Maurice H. Needham 
of Needham, Louis & Brorby, Chicago. . . 

It’s two golf champions, now, for the Snyder family of the Post- 
Tribune, Gary, Ind. Jack Snyder of the advertising staff, son of the 
publisher, won the men’s championship at the Gary Country Club, 
and Jack’s wife won the women’s championship, marking the first time 
in the club’s history that both honors have been held by a man and 
his wife simultaneously. . . 

Another adman’s dream come true is the purchase by John W. Riley 
of Leo Burnett Co. of the News, a weekly paper at Sweetwater, Tenn. 
Sweetwater was the final selection after a long search for “a nice little 
town in a good trading area, where the climate is more than fair the 
year ’round and the fish will bite if offered the slightest inducement.” 
The new publisher takes over Sept. 1. . . 

John Easau, genl. mgr. of KTUL, has been named one of Tulsa’s 18 
foremost citizens, and has been appointed to the postwar planning 
committee of Mayor C. H. Veale... 

Col. Wm. H. Rankin gave a farewell luncheon at Essex House 
Aug. 11 in honor of his onetime office boy, Ted Friend, for the past 
11 years amusement editor and manager and night-life columnist of 
the New York Mirror. Ted resigned from the paper to buy a weekly, 
the Lassen Advocate, in Susanville, Cal. . . 

The sixth in a series of experimental television broadcasts conducted 
by WOR-Mutual was directed by Carl Mark, of the Al Paul Lefton 
agency in New York, in cooperation with WOR staff producers. . . 


-KMBC FARMER 


Arthur B. Church, president of KMBC, 


is welcomed back from a ride around 


the station's 400-acre farm by Karl 
Koerper, KMBC's managing director. 
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‘Fifty Direct 
Mail Leaders’ 
Contest Opens 


New York, Aug. 25.—The Dp; ect 
Mail Advertising Association ja. 
announced its 1943 “Fifty Direct 
Mail Leaders’ contest open to aj) 
users of direct mail and mail orde, 
advertising. 

Direct mail and mail order mate. 
rial produced between Sept. 1, 1949 
and Aug. 31, 1943, is eligible fo; 
entry. Material does not have t, 
relate to the war effort. 

Advertising agencies and print- 
ers, with their clients’ permission. 
may enter campaigns prepared fo; 
their clients. Special certificates o; 
award will be given to all producers 
who are recognized by the winning 
advertisers as having played a part 
in the preparation of winning cam- 
paigns. 


Additional Awards 


After the 50 leaders are selected 
other well-executed campaigns wi] 
receive honorable mention certifi- 
cates of achievement. 

As a further inducement to al! 
entrants, seven of the 50 chosen as 
leaders will receive special Victory 
plaques in the following classifica- 
tions: consumer direct mail; dealer 
education; effective letters; house 
organs; industrial direct mail; mail 
order; and showmanship. 

The awards will be presented at 
a luncheon held in conjunction with 
the joint Direct Mail Advertising 
Association-Graphic Arts Victory 
Committee one-day clinic Oct. 15 at 
the Hotel Roosevelt, New York. 

Judging of the contest will be 
under the direction of E. D. Mad- 
den, yice-president and _ director, 
McCann-Erickson, Inc., New York 


NBC Adds to Staff 


Arthur Jacobson, former radio 
and legitimate actor, has been ap- 
pointed assistant production man- 
ager of National Broadcasting Com- 
pany’s. central division, Chicago. 
Albert Crews, former chairman of 


the department of radio in the 
school of speech, Northwestern 
University, has been named dra- 


matic director, and Peter A. Cavallo 
Jr., Chicago musician, musical di- 
rector. 


Everett Appointed 

Max M. Everett, sales representa- 
tive of Better Homes & Gardens for 
11 years, has been appointed head 
of national spot sales of Stations 
KOIL, KFAB and KFOR, with 


| headquarters in Omaha, Neb. 


Pennington Named 

Fred W. Pennington, formerly of 
the publicity department of West- 
inghouse Air Brake Company, 
Swissvale, Pa., has been named 
manager of publications and.adver- 
tising for Kennametal, Inc., La- 
trobe, Pa. 


SCAR” 
Time OFF 
your hands! 


The Belmont-Plaza’s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
A few minutes’ walk to the 
smart 5th Ave. shops, close 
to leading theatres—a de- 
sirable, distinguished ad- 
dress. Hotel now under new 
management. 800 newly- 


, 


decorated rooms with 


radio and bath (tub i 


and shower) . . from 


HOME OF THE FAMOUS 


New York's most 
glamorous night 


club. Excellent 
banquet and meet- 
y ing facilities. 
y A 
y + 
q qrvEn 
7 


CARL F. JOHNSON, MGR. 
DIRECTION: EMIL H. RONAY 
LEXINGTON AVE. at 49th ST., NEWYORK 
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Admen in the 
Armed Forces 


SS 


william G. Walker, production 
manager of Beaumont, Heller & 


Sperling, Inc., Reading, Pa., is now 
t tne U. S. Naval training station, 
Sampson, N. Y. Richard W. Wolfe 
of the agency’s art department left 
Aug. 20 to serve in the Army. 

' William O. Merritt, director of 
public relations of Bear Mfg. Com- 
pany, Rock Island, Ill., has been 
siven a leave of absence to serve as 
on ensign in naval intelligence. 

Dudley Lindner, formerly of the 
Rodney E. Boone Organization, is 
now a first lieutenant in the Army 
transport service. 

Leslie J. Schmidt, managing edi- 
tor, American Brewer, New York, 
has been granted a leave of absence 
to join the armed forces. Harry 
Schwarzchild has been appointed 
business Manager, and Thomas H. 
Davison, associate editor. 

Hiram Ashe, advertising and 
sales promotion manager, Visible 
Index Corporation, New York, has 
joined the armed forces. He will 
be succeeded by Miss E. Fay Hub- 
bert, who joined the company in 
1942. 

Harry J. Feeney Jr., with the 
press information department of 
CBS, has been inducted into the 
Army. 

William J. Kearns, vice-president 
of Ted Bates, Inc., New York, has 
been granted a leave of absence to 
accept a commission as lieutenant 
(jg) in the Navy. 

Norman Bankhart, of the Chicago 
fice of N. W. Ayer & Son, has been 
commissioned a lieutenant (jg) in 
the Navy and has reported to the | 
air combat intelligence school,| 
Quonset Point, R. I. Joining up with 
him for the same service and train- 
ing is R. R. Johnson, former adver- 
tising and public relations manager 
of United Air Lines, Chicago, an 
account serviced by Lt. Bankhart. 

William B. Smith, Hal Harmon 
and Bill Hultmark, of Kenyon & 
Eckhardt, have been inducted into 
the Army. Mr. Smith was assistant 
to the president, Mr. Harmon was 
an assistant account manager, and 
Mr. Hultmark was on the staff of 
Kenyon Research Corporation, sub- 
sidiary of the agency. 

John E. Matthews, copywriter of 
Howard Swink Advertising Agency, 
Marion, O., is now in Army training 
at Camp Fannin, Tex. He is tabbed 
for public relations when his basic 
training has been completed. 

Ruth G. Miller, who has been in 
the advertising department of John 
Shillito Company, Cincinnati de- 
partment store, for more than 14 
years, has enlisted in the Marine 
Corps’ women’s reserve and will re- 
port to Cap Lejeune, N. C. for her 
indoctrination course. 


Cornell-Dubilier Begins 


Newspaper Copy 

With the listing of its stock on 
the New York Stock Exchange, 
Cornell-Dubilier Electric Corpora- 
ton, South Plainfield, N. J., world’s 
largest manufacturer of capacitators 
for electronic and electrical appli- 
cations, placed half-page advertise- 
ments in the New York Journal of 
Commerce and Wall Street Journal 
to point out its wartime role in fur- 
nhishing capacitators for every 
dranch of the armed services. The 
same insertion appeared in the Sun- 
lay New York Times. Reiss Adver- 
Using handles the account. 


A TEST 


you want... 
TAKE 


EW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“independent Survey of Providence Bulletio 


Kayser Buys Nazareth 


Purchase of all capital stock of 
the Nazareth Waist Company, Naz- 
areth, Pa., manufacturer of infants’ 
and children’s knit underwear since 
1886, has been consummated by 
Julius Kayser & Co., New York. In 
acquiring the company, T. H. Muel- 
ler, president of Kayser, said that 
the new acquisition will be a sub- 
sidiary and will continue under its 
present corporate title and as a sep- 
arate entity, with no changes in 
personnel or policies. 


Doniger Joins WOR Staff 


Paul J. Doniger has joined the 
promotion staff of WOR, New York, 


Blue Opens News Room 


The Blue Network has opened its 
own newsroom in New York, with 
its own battery of teletype printers 
manned by a staff of nine persons. 
The service will be in operation 24 
hours daily, seven days a week, ac- 
cording to G. W. Johnstone, direc- 
tor of news and special features. 
The opening of the Blue newsroom 
marks the complete separation of 
news operations heretofore written 
in the NBC newsroom since the 
Blue was set up as an independent 
network in January, 1942. 


Joins March of Time 


James A. Stangarone, formerly 


Williams Joins JWT 


Jabez Williams, formerly with 
the art department of William H. 
Weintraub Company and Young & 
Rubicam, New York, has been ap- 
pointed art director of the trade di- 
vision of J. Walter Thompson Com- 
pany, New York. 


Shaver Edits ‘Concrete’ 


John B. Shaver, formerly with 
the advertising and _ publications 
bureau of the Portland Cement As- 
sociation, has been appointed edi- 
tor of Concrete, Chicago. 


Names Emil Mogul 
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Milligan Joins ‘Review’ 
John Milligan, former district 
manager for the Gage Publishing 
Company in the Cleveland-Pitts- 
burgh-Buffalo territory, has been 
named eastern manager for Na- 
tional Furniture Review, Chicago. 


Advertising Agency 
Account Executive 
Wanted to help contact an air- 
craft account. 4-A agency (not 


N. Y.). Preferably with mar- 
keting or research experience. 


Wr 


5 s i -pe tter. 
as research assistant. Mr. Doniger| with the advertising department of| Ronzoni Macaroni Company, New poo gy men ion Ti00 E. 
was formerly connected with the| Life, has joined the March of Time} York, has appointed Emil Mogul Ohio St., Chicago . 
Keystone Broadcasting Corporation,| as assistant to Phil A. Williams,| Company, New York, as its adver- em : 
and Young & Rubicam. advertising director. tising agency. 
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Postwar 


McKinsey Survey Reveals 
Postwar Planning Activity 

One company in five plans to in- 
vade new fields after the war, ac- 
cording to a recent postwar survey 
by the management consulting firm 
of McKinsey & Co., New York. Two 
out of three companies plan new 
development in related lines. 

The McKinsey poll covered 100 
companies in 22 major industries. 
Small companies with prewar sales 
of less than $5,000,000 annually 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Planning 


comprised approximately three- 
fifths of the group. Less than 10% 
reported volume of more than $100,- 
000,000. Six out of ten firms con- 
tacted have already begun postwar 
planning. 

The survey showed greater in- 
terest in planning by large com- 
panies. Three out of four concerns 
with annual prewar sales of more 
than $50,000,000 have begun plan- 
ning for V-day, while only 50% 
of those with sales of less than $5,- 
000,000 have moved in this direc- 
tion. 


Choose the 


Leader... 


Companies with wartime in- 
creases of more than 50% in their 
working force are doing a better 
than average planning job. Three- 
quarters of this group are working 
on plans for the future, compared 
with an indicated 60% nationally. 

Three-quarters of the planning is 
being done on a part-time basis, 
largely by committees. Less than 
one-third of those reporting post- 
war plans have reached the point 
of forecasting sales, even tenta- 
tively. 

Indicative of postwar trends* is 
the wartime development of plant 
decentralization. More than one 
manufacturer has found that small 


plants in rural areas have definite 
cost advantages over large factories 
in urban sections. Problems of post- 
war readjustment are seen in the 
facts that approximately 40% of the 
companies polled have more than 
doubled the number of employes 
from prewar levels. Twenty per 
cent of the companies increased 
payrolls from 20 to 50%. As to the 
future, only 20% of the firms polled 
anticipate a substantial increase in 
number of employes compared with 
45% who look for sharp reductions. 

The measure of postwar demand 
for capital goods can be found in 
the facts that one concern in five 
expects to buy or build new plants 
and that 40% anticipate a need for 
new equipment. 

Twenty per cent report definite 
plans for greater cultivation of for- 
eign markets. Many firms in this 
group had little or no foreign busi- 
ness before the war. Interest cen- 
ters on Central and South America. 

He a 


With the deluge of material be- 
ing published about postwar plan- 
ning the average business man 
really needs a librarian to watch 
out for that which is of specific in- 
terest to him and even to digest 
that to enable him to keep up with 
it. Surface Combustion, Toledo, 
has done something about it for the 
utilities, dealers, and distributors 
of its Janitrol heating equipment. 
The result is a “Digest of (Post- 
war) Marketing,” a bi-monthly con- 
densation of articles from leading 
publications, speeches, charts, and 


No doubt about it! The birthplace of radio broadcasting is 
still a whale of a radio town. Not only is Pittsburgh listener- 
ship constantly on the increase, but on a comparative basis 
the market is head and shoulders above almost every other 
major market for percentage of sets in use. 


The significance of these facts is clear: 


%* In Pittsburgh, more than in most major 


cities, radio is a '‘must’’ on your media list. 


%* Because WCAE can furnish spot advertisers 
with good availabilities in periods with 
high audience ratings, WCAE is a ‘‘must’’ 
among Pittsburgh stations. 


When you plan your next campaign, check WCAE and Pitts- 
burgh carefully. A lot of other smart advertisers have, and the 
Station Log (on the all-afternoon Tune Factory program, for 
example) lists some of the biggest trade names in the business. 


Agency Commissions 
Given to Army Relief 


New York, Aug. 26.—All 
the customary agency com- 
missions accruing to Blaine- 
Thompson Advertising 
Agency for placement of ad- 
vertising on Irving Berlin’s 
“This Is the Army” are being 
donated to the Army Emer- 
gency Relief. 

The donation applies to 
magazine as well as news- 
paper copy placed by the 
agency on behalf of the War- 
ner Bros. non-profit produc- 
tion. 


diagrams pertinent to the interests 
of the company’s customers. In for- 
mat it follows Reader’s Digest; the 
first issue is 40 pages, plus a long 
accordion-folded four-color chart of 
business booms and depressions 
since 1775. 

The foreword of the initial issue 
says: “Through this medium we 
aim to present data on building, 
purchasing power, customer prefer- 
ence, buying and population 
changes, and other market informa- 
tion which will help you keep an 
ear to the ground and a shoulder to 
the wheel in preparation for V-day 
and its accompanying problems.” 

The circulation of the publication 
has been started at approximately 
3,000 copies. It is produced by the 
advertising department under the 
direction of W. J. Grover, market- 


ing director. 
* 


The latest dividend check to 
stockholders of General Electric 
Company was accompanied by an 
illustrated questionnaire designed 
to get ideas from a cross section of 
the public on improvements for 
postwar appliances, including kitch- 
en ranges, refrigerators, laundry 
equipment, air conditioning, small 
appliances, and kitchen layouts. 
The booklet was careful to caution 
readers not to expect too much in 
design changes immediately after 
the war until new materials and 
new facilities are adequate. Re- 
sults of the survey will be referred 
to the company’s engineers for con- 
sideration. 


au 


a m ae 


The increasingly favorable debt 
position of farmers and a relatively 
slow rise in farm land values are 
two factors attracting attention as 
promising more favorable agricil- 
tural conditions in the postwar 
years than in the period following 
the first world war, says the “Wash- 
ington Review,’ issued by the 
Chamber of Commerce of _ the 
United States. Farm mortgage in- 
debtedness has been at a lower 
point this year than at any time 
since 1917 and the increase in farm 
land values was only about 9% for 
the country as a whole in the period 
from March, 1942, to March, 1943, 
the publication points out. 

1 * * 


Preparing to be able to give in- 
dustry information it wants im- 
mediately after the war about new 
and improved products as they be- 
come available, Industrial Equip- 
ment News has started a nation- 
wide survey to gather advance con- 
fidential product information for 


delayed release. 
* 


Re x 


There is a growing belief among 


the public that it is not too tarly 
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Hi-V Corp. to 
Promote New 


Vitamin Product 
New York, Aug. 24.—Initis 


» 1943 


aq. 
vertising to introduce Hi-V oa 
mins, new product of the Hi-y 
Vitamin Corporation, will rea, 
this Thursday in Pittsburgh ap, 
Detroit newspapers. 

Insertions, ranging from 450 4, 
75 lines, will appear once eac} Week 
for an indefinite period. Copy wij 
stress that the product may be pyr. 
chased at grocery outlets. 

As distribution is stepped up ang 
merchandising tie-ups within th. 
grocery field effected, the prodyc: 
will be promoted nationally. Byg)- 
ness paper advertising is also being 
planned. Walter W. Wiley, Ney, 


York, handles the account. 


Winchell Leads Hooper 
Rating for August 


The Walter Winchell program 
with Fulton Oursler, Louella Par- 
sons and Robert St. John substitut- 
ing through the summer, topped the 
Aug. 15 Hopper “National” Pro. 
gram Ratings Report on the “Firs; 
15” evening programs. “Mr. Dis- 
trict Attorney” and Kay Kyser 
placed second and third, respec- 
tively. 

Others in the following order are 
“Your Hit Parade;” “Screen Guild 
Players;” “Take It or Leave It; 
“Can You Top This?;” “Gabrie! 
Heatter;” ‘“Durante-Moore-Cugat:’ 
“Bing Crosby;” “Ellery Queen;:’ 
“Joan Davis-Jack MHaley;” “Ad- 
ventures of the Thin Man;” “Gab- 
riel Heatter” (Mon. Wed., Fri.) 
and “One Man’s Family.” The sec- 
ond half hour of the Kay Kyse: 
program leads the programs broad- 
cast after 10:30 p. m., EWT, whic! 
are not measured in the easter: 
time zone. 


Agency Promotes Morrow 


E. A. Morrow has been appointed 
vice-president and art director of 
Burton Browne Advertising Agency 
Chicago, with whom he has been 
associated for four years. 


W&suacveroar \ C 


to do postwar planning, according 
'to the National. Opinion Research 
|Center, Denver. Sixty-one per ceni 


‘of the people interviewed in a re- 


j}cent survey favor action now, 
|whereas only 59% were of that 
|frame of mind last January. It 


| was found that the more education 


, 
| a person has the more he is in favor , ) 
| of postwar planning now. use a phatiot| 

For choice availabilities wire WCAE | ey earn e 
Continental Machines, Inc., Des | 


| Plaines, Ill., recently held a sales | 
| convention and exposition at which | 
San Francisco it announced new machines | 
Dallas |ready to be offered to industry, 
|probably the first postwar market- | 
|ing program in the machine tool in- | 
|dustry. The company and its af-| 
filiates reached a war production | 
peak a year ago this month and are 
now running about 40% capacity, or | 
at about 1937 level. The new ma- 
chines are all improvements or de- | 
velopments of the company’s con- | 
tour sawing and filing machines 
known as the Doall. 


or see the man from 


New York 
Chicago 


Kansas City 
Detroit Atlanta 
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THE KATZ AGENCY 


tecoueha BIG = 
KWKF 


CBS .° 50,000 WATTS | 
A, SHREVEPORT, TIMES, STAT!ON | 


SHREVEPORT, LA. 
Represented by the Branham od 


| 


Duehren Joins Morrison 


Wilfrid W. Duehren, formerly 
| with Stockton, West, Burkhardt, | 
| Inc., Cincinnati, has joined Morri-| 

son Advertising Agency, Milwaukee, | 
'as art director. 
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Private Lines 


Reports from Ketchikan, Alaska, 
that Libby, McNeill & Libby is can- 
ning halibut at its Yaku plant, has 
created considerable interest among 
west Coast fishing men. Halibut 
has never been a factor in the 
eanned fish field. Dr. Neil H. 
Carter, head of the Canadian fish 
research laboratories at Vancouver, 
also reports that his department is 
experimenting with dehydrated fish, 
with considerable success. 

ak * oh 


OPA scans death notices and asks 
families to return ration books of 
the deceased. 

* * ok 


The Gray Iron Founders’ Society 
is squaring away for a cooperative 
national advertising campaign to 
“protect and enlarge” the gray iron 
castings industry’s 14,500,000 - ton 
market. When the society meets in 
Cleveland for its 15th annual meet- 
ing, Oct. 5-6, advertising as a gray 
iron sales force will be a featured 
topic of discussion at a_ session 
which has never even remotely con- 


want to get 
across-AUROSS 


My type drawings depict- 
ing your thoughts tell a 
message terrifically. I'll 
send you samples,if you're 


serious. i 


Walter KOCH 
Three Barns, Stormville N.Y 


sidered advertising before. No one, 
least of all the management of the 
society, which is coyly announcing 
the discussion, will be surprised if 
a full-fledged campaign stems from 
the meeting. 

* * * 

Keep your glance turned toward 
the Department of Commerce for a 
new book of almost 100 pages, 
which brings together all of the 
comments stressing the value and 
necessity of advertising made by 
officials of the government since the 
war began. It will prove of im- 
mense value to the advertising 
world, and incidentally should do 
much to destroy the notion that 
“all government officials are op- 
posed to advertising.” 


* * * 


A campaign to sell gasoline cou- 
pon endorsement to the public is 
in its final stages of preparation at 
OPA. Local rationing boards, serv- 
ice stations, and oil companies 
would use newspaper space and 
radio time to explain that endorse- 
ment is protection against loss, 
theft and black markets. 

* * ok 


William Jeffers, chief of the rub- 
ber program, and instigator of 
many a war agency feud, is about 
to get embroiled in another. Stories 
have appeared in several newspa- 
pers asserting that WPB has refused 
to approve expansion of the tire 
industry to permit use of all the 
synthetic rubber that the U. S. will 
turn out next year. WPB officials, 
insisting that no tire industry ex- 
pansion plan had been submitted 
until the day before the newspaper 
stories appeared, are charging that 


Jeffers is “once again using the 
press to pressure his program 
through.” 

* ca * 


Al Whitman, Benton & Bowles 
adman, now an OWI campaign 
manager, took a newspaper drub- 
bing last week for using half a ton 
of newsprint and $516 of taxpayer 
money to reprint the “food fights 
for freedom” fact sheet in order to 
trim the credit given OPA and 


build up the War Food Administra- 
tion. Here’s the poetic touch: OPA, 
which was given too much credit in 
the first run of the “food fights for 
freedom” booklet, had been entirely 
omitted from early conferences on 
the project, and was allowed to par- 
ticipate only after a bitter back- 
stage battle. (Private Lines, July 
12.) 


WPB, although preparing a sepa- 
rate regulation for termination of 
war contracts, will follow closely 
the pattern of the War Department’s 
Procurement Regulation 15, which 
was issued last week. 


Postwar Luxury 
Goods Sales 
Expected to Drop 


New York, Aug. 25.—Emergence 
of a large-scale luxury goods trade 
cannot be expected soon after the 
war, Jackson Taylor, vice-president 
in charge of marketing, McCann- 
Erickson, warned yesterday at a 
meeting of the American National 
Retail Jewelers Association at the 
Waldorf-Astoria. 

Speaking on postwar planning, 
Mr. Taylor said, “Let’s not make 
the mistake of assuming that we 
will have a new and beautiful 
world with a helicopter on every 
roof, an automatic stove in every 
kitchen and a shatter-proof green 
glass swimming pool in every 
yard.” 


Jewelry Sales Increasing 


Mr. Taylor pointed out that 
jewelry store sales are increasing 
faster than those in any other retail 
line but he asserted that this situa- 
tion “contains all the elements of a 
danger signal” because the postwar 
period will bring the “wildest 
struggle for competitive distribu- 
tion markets.” 

David R. Craig, president of the 
American Retail Federation, told 
delegates that the War Production 
Board is now stressing the impor- 
tance of adequate production and 
distribution of essential consumer 
items, and that there was a change 
for the better in the viewpoint of 


the Roosevelt administration toward 
civilian requirements. 

Speaking before the association 
today, Harley H. Noyes, director of 
sales, advertising and merchandis- 
ing of Oneida, Ltd., declared that 
dollar volume of the nation’s retail 
jewelry sales for 1943 will prob- 
ably reach one billion dollars. 

Mr. Noyes told members of the 
association that jewelers are lead- 
ing all other independent retailers 
in sales increases and added that, 
despite government regulations and 
restrictions on manufacturing, 97% 
of the country’s jewelers feel con- 
fident that they will be able to re- 
main in business throughout the 
war. 

The trade’s principal problem, 
according to G. H. Niemeyer, presi- 
dent, Handy & Harman, and chair- 
man of the Jewelers Vigilance 
Committee, who also spoke at the 
conference, “is to find enough mer- 
chandise to pull our retailers 
through the war period.” 

“In the face of various restric- 
tions and limitations placed on our 
industry,” he continued, “manufac- 
turers and wholesalers have been 
compelled to ration their supplies. 
To what extent retailers have suc- 
ceeded or have even tried to follow 
this procedure, I do not know. But 
I do know that a great many have 
sold themselves out of their lines 
without too much consideration for 
the consequences.” 


‘Sun’ to Sponsor 


Garden Festival 


Chicago, Aug. 26.—The Chicago 
Sun will make its debut in the field 
of big, city-wide newspaper pro- 
motions—a field for which Chicago 
has long been known—when_ it 
stages a “Victory Garden harvest 
festival” in Soldier Field Sept. 9-11 
to provide recognition for the thou- 
sands of city dwellers who have 
taken to gardening for the first time 
this year. 

More than 1,000 competitions are 
open to amateur and professional 
vegetable and flower growers and 
home canners in the festival, which 
will be free to the public, and 
which has been promoted exten- 
sively, not only through the edi- 
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torial and advertising pages of the 
Sun, but with a barrage of ads in 
suburban papers throughout the 
area, and with spot announcements 
over WMAQ, WENR, WCEL, 
WBBM and WIND. Car cards, 
hand posters, painted boards, truck 
posters and dealer cards have also 
been used extensively to promote 
the festival. 

Martha B. King, of the Sun’s pro- 
motion staff, is general manager of 
the festival, working with James H. 
Burdett, Sun garden editor, and 
John Ross Reed, widely known 
pageant producer, who is directing 
the festival. E. R. Richer, promo- 
tion director of the Sun, is in charge 
of all promotional activities. 


Cabot Hires Peterson 

Henry W. Peterson, formerly di- 
rect mail manager and copywriter 
in the advertising department of 
Jordan Marsh Company, Bosto 
has joined the copy staff of Harold 
Cabot & Co., Boston agency. 


COLLINS © 
MILLER & 
HUTCHINGS. 
INC. 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 


Three ladies who would 


make a wonderful wife... 


A wonderful wife is one who knows what 
you should eat... 

Peggy Kiley is an expert dietician. Peggy 
knows. 

A wonderful wife is one who makes you 
want to eat. 

Mother Parker is a prize-winning cook. 
She knows. 

A wonderful wife is one who knows how 
to make eating fun, how to entertain. 

Roberta Green’s specialty is entertain- 
ing at home. She “wrote the book”. 

For 15 minutes every weekday morning 
these three wonderful women (Mother 
Parker directing) make New England's 
mouth water with a program known as the 
WEE I Food Fair. 

New England women who fancy them- 


selves as cooks and housekeepers swear by 
the Food Fair experts. Women who want to 
learn more about the noble New England 
art regard them as the high-priestesses of 
appetite. They stretch red and blue coupons 
till you'd think they were made of rub- 
ber. And next thing you know, Consumer 
Demand is galloping again. 

A couple of years ago we offered paid 
subscriptions to the 32-page Food Fair 
Magazine; thousands of listeners, from the 
Canadian Border to the tip of the Cape, 
subscribed. 

Three days each week the WEEI Food 
Fair Booth visits a different super-market 
displaying sponsored products, and upping 
retailers’ sales of these sponsored products. 
So far, 250,000 women have visited the 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS. 


booth in Boston’s super-markets. 

If you're not concerned with food or its 
intelligent merchandising, you probably 
wont get excited about this example of 
WEETIs realistic and essentially friendly 
radio leadership in Boston. But if you're a 
food man...ask us or Radio Sales for more 


of the story. 


Columbia's Friendly Voice 
in BOSTON + 590 Kc 
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Cut Paper Weights 
as Special Group 
Begins New Probe 


Washington, D. C., Aug. 26.—A 
definite answer to all the mysteries 
that have surrounded the woodpulp 
and paper shortages is expected 
soon following the appointment this 
week of an international committee 
to determine the facts concerning 
requirements, supplies, production 
and distribution of products of the 
pulp and paper industries. 

With the woodpulp supplies de- 
clining to a point where further 
allotment cuts, and perhaps even 
direct allocations threaten, the Com- 
bined Production and Resources 
Board and the Combined Raw Ma- 
terials Board, representing the 


— EFFECTIVE SEPTEMBER Ist —|\ ; 


“ywATERIOWN 


ELMIRA, N.Y. 


AND THE CREAT INDUSTRIALIZED 
SOUTHERN TIER OF NEW YORK STATE 


WENY-ELMIRA 
NBC AFFILIATE 


© ONLY PRIMARY DAY AND NICHT SERVICE 
1N THE ELMIRA AREA 


J. P. McKINNEY & SON 
National Representatives 


United States, Canada and the 
United Kingdom have set up a fact- 
finding committee, with Charles E. 
Adams, chairman of the board of 
directors of the Air Reduction Com- 
pany and U. S. Industrial Alcohol 
as acting chairman. 

Canada will be represented on 
the committee by Morris W. Wilson, 
president of the Royal Bank of 
Canada and the Montreal Trust 
Company, and director of the Cana- 
dian Pacific Railroad. Sir Clive 
Baillieu of the British Supply 
Council of North America, will rep- 
resent the United Kingdom. 


Coordinator Named 


The domestic paper situation was 
regarded so seriously at WPB that 
Harold D. Boeschenstein, director 
of production controls for WPB, 
and one of the crack trouble shoot- 
ers in the organization, has been 
established as a coordinator for 
pulpwood and paper problems. He 
will handle woodpulp problems of 
four WPB divisions: paper and 
printing, carbons, pulp and paper, 
lumber and pulpwood. In addition 
WPB tightened restrictions on pro- 
duction of printing stock, eliminat- 
ing many of the heavier papers to 
make pulp go farther. 

The international fact - finding 
committee will study all aspects of 
the demand for pulpwood. In addi- 
tion it will consider the supply 
problems in Canada, and will rt- 
port without recommendations, to 
the two combined boards it repre- 
sents. 

The actual investigation is ex- 
pected to take at least a month. The 
factual report will then be studied 
by the boards, with a view toward 
possible solutions; a possible recom- 
mendation that Canada declare 
woodcutting and paper production 
essential, and thus increase the pulp 
supply, or a recommendation that 
the demand for paper and other pulp 
products be reduced by action of 
WPB. 


Paper Weights Fixed 


Meanwhile in recognition of an 
increasingly treacherous pulpwood 
situation, WPB over the week-end 
amended Order L-120 to require 
lighter stock for magazines, books, 
stationery and commercial printing. 

The revised L-120 eliminates 


iesel Power 


& Diesel "Transportation 


——. 
cee, Awarded 1943 


Project “X” 


Even though “Project X” is. 
a closely guarded military 
secret, our August issue re- 
lates, by special permission 
the dramatic story of the 
building of this huge Diesel 
Powered Aluminum plant. 


am. Patriotic 


Tie in with our editorial leadership. Reach every nook and cor- 
ner of the billion dollar Diesel market by using both MOTOR- 


SHIP and DIESEL POWER & 


a blanket coverage of over 14,000 copies monthly. 


If you are interested only 
(power plants 


your list. 


Write today for sample copies and A.B.C. circulation statements 


for both MOTORSHIP and DIESEL POWER AND DIESEL 


TRANSPORTATION, 


| DIESEL PUBLICATION, INC. 
E 192 Lexington Ave., New York 16, N. Y. 


railroads —trucks - 


DIESEL POWER AND DIESEL TRANSPORTATION. 
For the marine Diesel field alone, include MOTORSHIP in 


, Service Cross 


In a national competition in 
support of the U.S. Treasury 
Department's War Saving 
Program MOTORSHIP was 
awarded this cross for the 
most beautiful and effective 
cover in its field. 


DIESEL TRANSPORTATION— 


in the industrial Diesel market 
-buses —aircraft) specify 


heavier weights of stock wherever 
possible by establishing new maxi- 
mum permitted base weights over 
a wide field. The order, WPB said, 
will result in a wider spread of 
paper, increasing actual area from 
10 to 20%. 

Arthur G. Wakeman, director of 
the WPB paper and pulp division, 
in announcing the change, said that 
“while weight and thickness will be 
reduced materially, the average 
reader will notice little difference.” 
He explained that many publishers 
had already adopted lighter stock to 
stretch their paper supplies. 

Newsprint will remain at 32 
pounds, 24x36 basis. Magazine, 
newsprint and book paper will be 
reduced from 34 to 32 pounds for 
24x36 basis. Mimeograph papers 
will be limited to 16 and 18 pounds. 

A total of 10 papers suitable for 
magazines and covers are listed, 
with weights running from 39 to 70 
pounds, depending on specific use. 
Uncoated English (machine) fin- 
ished book papers were fixed at 30, 
35, 40, 45 pounds, 25 x 38 basis, ex- 
cept that an 85-pound paper may 
be used to print music. Other book 
papers permitted under the order 
run 50 to 60 pounds, with a 65- 
pound paper for multicolor offset 
printing, 70 pound for cigaret cups, 
and 120 for thick paper tickets. 


PRINTERS WARNED 


Washington, D. C., Aug. 28— 
Commercial printers were warned 
by WPB today that they must not 
use paper obtained under L-241, the 
commercial paper control order, to 
supplement the stocks of magazine 
and book publishers operating under 
L-244 and L-245. 

Explaining that “an erroneous 
impression” seems to exist that 
printers may use their paper in pro- 
duction of magazines and books, 
Harry M. Bitner, chief of the WPB 
printing and publishing division, 
said that it is not even permissible 
for a commercial printer who was 
not actually a magazine or book 
publisher in 1942 to publish a 
magazine or book in 1943 without 
getting a paper quota under the 
magazine or book orders. 

Mr. Bitner at the same time 
warned publishers that there must 
be no interchange of paper quotas 
between individuals or associations. 
He said this restriction applied to 
Magazine and newspaper publishers 
who may also do commercial work, 
or to organizations or individuals 
who may have more than one quota. 

“Limitation orders L-244 and L- 
245 restrict the tonnage a magazine 
or book publisher may put into 
process,” he said. “It makes no 
difference whether the publisher or 
his printer may have additional 
paper physically available, the an- 
nual quota which a printer may 
have as a commercial printer under 
L-241 may not be used for the pub- 
lication of magazines and _ books. 
Paper for magazines and books may 
come only from a publisher’s quota 
under L-244 and L-245.” 
| Mr. Bitner also informed publish- 
ers that inserts, even though sup- 
| plied completely printed by the ad- 
|vertiser, must count against the 
publication’ Ss paper quota. A spokes- 
|}man for the division said, however 
that wrappers and envelopes should 
be available on the open market, 
and are not covered by limitation 
orders. 


Craig Joins KFRC 

William D. Craig, recently re- 
'turned to civilian life from the 
| Army air corps overseas, has joined 
| the sales staff of KFRC, San Fran- 
cisco, as an account executive, re- 
placing Boyd Rippey, who has been 
inducted into the Army. 


Abraham Merritt, 
‘American Weekly’ 
Editor, Dies 


Clearwater, Fla., Aug. 24.—Abra- 
ham Merritt, editor of The Ameri- 
can Weekly, died of a heart attack 
the afternoon of Aug. 21 at Indian 
Rocks Beach at the age of 59. He had 
arrived here from 
New York the 
day before for a 
vacation, and 
appeared in good 
health when he 
left New York 
with his wife by 
plane for Florida. 

Mr. Merritt 
began his news- 
paper career in 
1902 as a re- 
porter on the 
Philadelphia In- 
quirer, when he 
was 18. He re- 
mained with this 
paper until 1911, rising to the post 
of night city editor, and then left to 
work on The American Weekly as 
an associate editor. 

In 1937 William Randolph Hearst 
promoted him to editor of the mag- 
azine upon the death of Morrill 
Goddard, whose assistant he had 
been for 26 years. Mr. Merritt 
helped build the magazine to its 
present circulation of more than 
7,500,000. 

While on the Inquirer, Mr. Mer- 
ritt acted as Philadelphia corre- 
spondent for Mr. Goddard. One 
day he got a terse wire from Mr. 
Goddard, whom he had never seen: 
“T’ll take a year’s chance on you 
if you'll take a year’s chance on 
me.” The two developed an edi- 
torial partnership which was re- 
markable, and was characterized 
by Mr. Goddard’s comment some 
years ago that “when I pick up an 
issue that Merritt has gotten out 
I have to look it over twice to be 
sure it isn’t my own.” 

In addition to his work with The 
American Weekly, Mr. Merritt had 
written widely, mostly in the scien- 
tific fiction field, and was extremely 
interested in many scientific fields. 
Early this year, at the suggestion 
of a member of The American 
Weekly’s sales staff, he wrote “The 
Story Behind the Story,” a fasci- 
nating volume giving examples of 
“the editorial mind in action” and 
case histories of the development 
and chasing down of editorial fea- 
tures. 

His explanation of why things 
are done the way they are by The 
American Weekly, the why and 
wherefore of the double-page 
spread, the “woodcut page,” etc., 
are fascinating essays on how to 
win and hold readers. 


Abraham Merritt 


EMIL LEIGHT 
Milwaukee, Aug. 24. — Emil 
Leicht, owner of the Milwaukee 


Herold, died of a heart attack at 
his home in Winona, Minn., Aug. 
16. Mr. Leicht was president of 
National Weeklies, Inc., founded by 
the late George Brumder of Mil- 
waukee, which, at its peak, pub- 


lished 50 German-American news-| ing 


papers. 


CARL HARWOOD HAZARD 


New York, Aug. 24.—Carl Har- 
wood Hazard, founder and presi- 
dent of Hazard Advertising Cor- 
poration, died yesterday at his town 
apartment at 52 W. 53rd St. He was 
49 and lived in Stamford, Conn. 

Prior to founding his own agency 
in 1920, Mr. Hazard was associated 
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here with the pharmaceutical] ¢o,,_ 
pany of H. A. Metz Laborato; :. 
Earlier he was sales manager ond 
advertising manager for the Ame;j 
can Synthetic Color Company. ie 
served in the Department of Chem- 
ical Warfare in World War I. 


MAJOR WALTER S. HOLT 


New York, Aug. 27.—Ma jor 
Walter Stanley Holt, 43, who se; om 
on the executive staff of Wi! 
Esty & Co. for five years unti| : 
| entered the Army in August, 1942, 
|has been killed in action in the 
| Southwest Pacific. He was attacheg 
|to headquarters of the Fifth Air 
| Force. Major Holt was first as. 
| sociated with Livermore & Knight 
|Company, Providence, and later 
| with J. Walter Thompson Com, any 
in New York and Sydney, Austr alia, 


R. C. GAISFORD 


Montreal, Aug. 24.—R. C. Gais- 
ford, director and general manager 
of Vickers & Benson, Montrea] 
advertising agency, died in his sleep 
last week. Mr. Gaisford had been 
with the agency since its formation 
20 years ago. 


OPA Puts Stoves 


on Ration List 


Washington, D. C., Aug. 25— 
OPA began controlled distribution 
of stoves today, the first household 
appliance to go on the ration list. 
Commercial, industrial, agricultural 
and institutional stoves were not 
included in the program. 

Distribution of stoves will be 
under a certificate plan, similar to 
the system adopted for tires. Ration 
boards will have monthly stove 
quotas, and will authorize indi- 
vidual stove purchases to house- 
holders who can demonstrate a 
need. 

OPA is counting on production of 
3,500,000 stoves in 1943, about 40% 
of normal output. The rationing 
order exempts electric cooking and 
heating equipment, wood burning 
stoves with no grates or cast iron 
bases or lining, hot water plates, 
laundry stoves and other minor 
types. 


Two Appoint Tyson 

Douglas Machinery Company, 
New York, manufacturer of ma- 
chine tools, and Coburn Trolley 
Track Company, Holyoke, Mass., 
have appointed O. S. Tyson & Co., 
New York industrial advertising 
agency, to handle their accounts. 


Gets New Account 


Rough Diamond Company, New 
York, producer of industrial dia- 
monds, has appointed Fred Wittner 
Advertising, New York, to handle 
its advertising. A campaign in For- 
tune will start with the September 
issue. 


WHO ADVERTISED WH 


IN THE LAST WAR? 


@ Many momulacturers and their adverts 
agencies are trying to sememiber what 
the competition did 25 years ag 

How much simpler it would ~ if every 
one of these manufacturers had a clipping 
book for the war yous that showed al! ed: 
torial publici saenere advertising 

We can ~ build such a permanen! 
record for the years to come, at a remart 
ably low cost. 


Just ask for Booklet No. 20. 
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Selling Story for 
Dailies Developed 
by Chicago Reps 


Chicago, Aug. 26.—The new busi- 
»ess committee of the Newspaper 
Representatives Association of Chi- 
cago, under the chairmanship of 
, H. Sawyer Jr., has completed a 
‘astemoving, hard-hitting newspa- 
ser presentation entitled “Newspa- 
oers Get Immediate Action,” de- 
igned to develop for newspapers 
,usiness now running in other 
media. 

The presentation, produced in 
Chieago by R. S. Tincher of the 
New York News under the direc- 
tion of Elmer E. Flagler, president 
of the Chicago representatives 
sroup, is the answer of the associa- 
tion’s new business committee to 
the often-expressed criticism that 
newspapers lack the necessary co- 
hesion to sell themselves as a united 
force against other media and radio 
in particular. 

Opening with a roundup of news- 
paper cooperation with the war 
effort, the presentation outlines the 
assistance given the government in 
securing voluntary enlistments; and 
dramatizes newspapers’ support of 
war bond sales, scrap, fats salvage 
and other campaigns. It develops 
the story of editorial handling of 
news from the fighting fronts, 
stresses the dependence of the 
American public upon newspapers, 
and the daily influence papers have 
on the buying habits of these peo- 
ple. Two cost comparisons are 
shown—one with magazines and 
the other with radio. 

Attention is given to New York 
World-Telegram’s continuing study 
of grocery product sales, and a page 
headed “Industrial America Tells 
the Public” shows examples of in- 
dustry’s informative types of ad- 
vertising. Several newspaper pro- 
motions for the war effort are 
included. 

The visual presentation, consist- 
ing of 37 pages, 23 by 30% inches, 
was designed by Car] A. Anderson, 
Chicago artist, and the continuity 
was written by M. T. Reilly of the 
Chicago Tribune. It is available to 
members of the new business com- 
mittee in two forms, one with a 
written script, and the other with 
a recording by two of Chicago’s 
leading radio personalities, Bob 
McKee and Marvin Miller. 


Housewives Like New 
Ration Book Holder 


A new ration book holder capable 
of holding six books in orderly 
fashion, and with a pocket inside 
the back cover to hold loose stamps 
or point schedules, has proved so 
popular among housewives that a 
second printing has been necessary, 
according to Alf Carleton Ebbe- 
sen, advertising manager, William 
Jameson & Co., Division of Sea- 
gram Distillers Corporation, New 
York. 

The holder is being distributed 
by local Gallagher & Burton whole- 
salers and supplied on written re- 
quest to the home office. The de- 
sign on the front cover is devoted to 
a patriotic appeal and suggests that 
cooperation at home can be accom- 
plished in part by saving food, metal 
and by not “griping.” The familiar 
Gallagher & Burton slogan “And 
All’s Well” complements the phrase 
“Cooperate at Home.” 


Brain Child 
for Sale 


ith peace will come an influx of | 
ivertising campaigns featuring 
‘ize contests. Some will be good— 


Movie Trains Engineers 

An 18-minute sound motion pic- 
ture has been produced for the 
Allis-Chalmers Mfg. Company, Mil- 
waukee, by the Jam Handy Organ- 
ization, Detroit, for the purpose of 
speeding up the schooling of stu- 
dent engineers, operators and main- 
tenance men in wartime industries, 
the merchant marine, and Navy. 


Names Weiss & Geller 


Albert Ehlers, Inc., Brooklyn, 
N. Y., has appointed Weiss & Geller, 
New York, to handle its advertis- 
ing. An extensive newspaper cam- 
paign featuring Ehlers Grade A 
coffee is scheduled to break in Sep- 


Coming 
Conventions 


Sept. 14-15.—National Publishers 
Association, annual meeting, Buck- 
wood Inn, Shawnee-on-Delaware, 
Pa. 

Sept. 20-22.—Advertising Spe- 
cialty National Association, conven- 
tion and specialty fair, Palmer 
House, Chicago. 

Sept. 27-29. — Southern News- 
paper Publishers Association, an- 
nual meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 11-12.—Fall meeting, News- 


ciation, Chicago. (Tentative.) 

Oct. 12-13.—Inland Daily Press 
Association, tall convention and 
annual meeting, Hotel 
Chicago. 

Oct. 15.—Direct Mail Advertising 
Association, annual meeting, Hotel 
Roosevelt, New York. 

Oct. 18-19.—Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21.—Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 


Schedules New Drive 


Stagg-Finch Division of Schenley 
Distillers Corporation, New York, 
will begin its first national maga- 


Sherman, 


39 


conjunction with an_ intensive 
newspaper ‘campaign featuring this 
brand in about 20 major markets 
west of the Mississippi. Distribu- 
tion and advertising of Three 
Feathers, until now, has been con- 
fined chiefly to the New England, 
Middle Atlantic and Great Lakes 
states. Peck Advertising Agency, 
New York, handles the Stagg-Finch 
account. 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 


tember. 


zine campaign for Three Feathers | ¢97 5 pEARBORN ST. 


I 
blended whisky in October issues in pecs 


paper Advertising Executives Asso- 


me bad—mine will be one of the) 


est. It’s for sale. A visual pres-| 
itation of the complete plan, 
lapted to your product, will be 
ide at your expense. (Estimate) 
irnished in advance.) 
my 

daptation: Suitable for frequent 
le items. 

xPerience: 20 successful years— 


ivertising agency—and still at it. 
Cason for sale: Organization too 
nall (by choice) to handle a cam- 
ign of this magnitude. 

erms: Reasonable. 

etter give it a look. I repeat again 
IT WILL BE ONE OF THE BEST. 


Box 4281, Advertising Age, 
100 E. Ohio St., Chicago 


“-AND SO I STAYED IN CHICAGO” 


OF COURSE MISS TRUAX 


iS A CHICAGO GIRL... 


Although she was welcomed into this 
world only twenty years ago, Carlyn’s 
history of achievement is as remarkable 
as her charm and beauty are striking. 
Glorious red-gold hair deer »ns the color 
of her wonderfully expressive blue eyes, 
and photographers claim she is ideally 
photogenic. Two pictures in Hollywood 
substantiate this claim. As a member of 
the Abbott International Dancers she was 
voted the most beautiful dancer to have 
performed in the Palmer House Empire 
Room for a decade. Widely travelled 
she has calmness and poise and an un- 


usual aptitude for applying herself intel- 


ligently and enthusiastically to the busi- 
ness in hand. Carlyn is not tempera- 
mental, is easily directed, and of course, 
is very popular. 


“Isn't it wonderful? You know, | had decided to go east when S — — called one morning 
and asked me to come in. | told him what | had in mind and he said, ‘—better wait a 
few days. Maybe I've got some good news for you.’ That's how | first found out what 
has been going on. I'm awfully happy about it because I'd so much rather stay in 
Chicago.” ... We didn’t stay around to hear any more because we happen to know 
the whole story —and besides we don't like to be eaves-dropping, particularly on two 
very beautiful young ladies. At any rate there are a lot of advertisers and art directors 
who can be grateful to the Chicago Photographic Guild, the Art Directors’ Club, Art 
Center of Chicago and to a number of far-seeing fellow advertisers for keeping as 
lovely and as talented a group of young models in Chicago as there is anywhere — and 
that includes Hollywood. The answer, of course, is that an old fashioned method of 
compensation has been substituted for the fair one of giving these young ladies the 
earned privilege of establishing their own value of their services—a value based on 
their experience, ability and the thought, time and hard work they have expended in 
becoming proficient. . .. Why is Rogers interested? Well, we are photo-engravers for a 
large number of the advertisers who use the appealing charm these young ladies 
possess for commanding the attention of millions to their advertisements and as one 
of our customers said, “we kind of go for the home town gals.” 


OGERS ENGRAVING COMPANY 


MASTER 
2001 CALUMET AVENUE : 


Adolph F. Buechele, President 
CRAFTSMEN O F PHOTO-ENGRAVING 


Phone CAL 4137 * CHICAGO, ILLINOIS 
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Industry Urged 
fo Subsidize Study 
of Distribution 


(Continued from Page 1) 

men are put to work making more 
goods. And after that, more men 
are put to work selling and servic- 
ing these increased quantities of 
goods. The proportions vary in dif- 
ferent goods, but in an approximate 
way for every one man whom we 
put to work making goods, it takes 
perhaps one and a half more to sell 
and service them. And these extra 
men in turn buy goods. 


Move Ahead on Reducing Costs 


“In this connection, I should like 
to announce that the reduction of 
the cost of making goods now ap- 
pears to be one of the greatest con- 
tributions which wartime research 
will make to the postwar world. 
That is one of the findings of a sur- 
vey by the NAM Research Advisory 
Group, a committee of 26 scientists 
and leaders in industrial research.” 
[For information on postwar prod- 
ucts unearthed by this committee, 
see Page 28] 

“The application of research in 
the direction of cost reduction arose 
from the wartime shortage of man- 
power and materials and: time and 
the corresponding necessity of re- 
search to find out how to“use less 
of them per unit of goods. 

“The cost economies which the 
postwar world will inherit, should 
make it possible to keep prices down 
and increase sales and services. We 
may anticipate a steadily expanding 
economy of plenty, in which the 
15,000,000 men who come back from 
the war or out of the war plants 
would not be a burden but an op- 
portunity. 

“This is the sort of planning on 
which I think we can rely to make 
a profound and satisfactory differ- 
ence between the first postwar of a 
generation ago, and the postwar 
which lies some time ahead of us.” 

In his address, Mr. Sykes empha- 
sized the deep thought and study 
which industrial leaders are apply- 


ing to the problem of postwar em- | 


ployment and deplored the plight of 


the returned soldier in the last 
World War. This time, he said, 
there will be deliberate postwar 


preparedness. 

“In a very practical sense,” he 
said, “the responsibility of giving 
everybody a job is shared by man- 
ufacturing, agriculture, merchandis- 
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ing, transportation and the other 
great branches of private enterprise. 
They are all doing their own post- 
war preparation, and we are in con- 
tact with them. But manufacturing 
alone employs almost one-quarter 
of all those gainfully employed in 
the United States, a block of em- 
ployment enough to wreck the en- 
tire enterprise system if it is mis- 
handled. 

“We of the NAM are glad to 
cooperate with others who appear 
to be going the same way, but we 
cannot turn our responsibility over 
to them.” 

He said that as a quantitative 
indication, up to the present, the 
cut-backs of war orders for one 
reason or another have totaled $8,- 
000,000,000. Earlier this month the 
War Department cancelled a $60,- 
000,000 contract for tanks, one of 
the largest contract terminations the 
department has so far ordered. 

“These considerations,” he said, 
“lead us reasonably to expect that 
the demobilization of the troops and 
the reconversion of industry to 
peacetime operations will both be 
spread over several years, counting 
from now.” 


Will Produce Former Models 


Mr. Sykes then discussed in detail 
the method by which the govern- 
ment terminates war contracts, and 
reviewed how wartime control was 
eliminated in World War I. 

“In order to get postwar industry 
rapidly under way, however, the 
first things that most manufacturers 
are preparing to produce after the 
war, are the same products or mod- 
els which were perfected when the 
war broke out, with such improve- 
ment as can be made without hold- 
ing up employment,” he declared. 

“This may disappoint some peo- 
ple who have come under the in- 
fluence of the recent glamorous ad- 
vance publicity for the new postwar 
products. These products exist all 
right and they are as glamorous as 
reported. But many of them are far 
from ready for the postwar world. 
They were turned up either as in- 
cidentals in wartime research or for 
special war purpgses; and many of 
the companies which have them in 
the laboratories say that nothing 
will be done to develop them for 
civilian use until the war is won 
first. The new products will then 
be hastened by competition and held 
back only by the reluctance of any 
company to bring out a new product 
before it is able to stand up.” 


Fred Jones Promoted 


Fred G. Jones has been promoted 
to advertising manager of the 
Creamery Package Mfg. Company, 
Chicago, filling the vacancy caused 
by the death of J. H. Godfrey, CP 
director of publicity. 


Kendall Named by Journal 


Market Growers Journal, Louis- 
ville, Ky., has appointed J. 
Los Angeles 
representative, to handle 


its ad- 


matter on the Pacific Coast. 
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SOMETHING NEW Servel Announces 


Postwar Air 
Conditioning Unit 


(Continued from Page 1) 


have already been held in key cities 
throughout the country. 


Receiving CED Cooperation 


In announcing its new plans, the 
company is receiving complete co- 
operation from the Committee for 
Economic Development, which has 
furnished speakers for most of the 
Servel postwar regional meetings 
with utility executives on the sub- 
ject of gas air conditioning. 

Mr. Jones revealed that 27 large 
gas utility companies already have 
more than 300 test installations in 
the territories they serve —all of 
which are giving evidence of su- 
perior consumer acceptance. 

Mr. Jones said that the company 
has been developing the all-year air 
conditioner for nine years and that 
during the war period, research 
men of the company have been 
busy checking and field-testing the 
300 installations made prior to Pearl 
Harbor so as to profit from this ex- 
perience in all sorts of climatic 
conditions. 


Marketing Being Planned 


Contending that distributors could 
now establish skeleton organiza- 
tions for sales, sales promotion, ad- 
vertising, installation engineering 
and service, Mr. Ruthenburg de- 
clared: 

“Here is a project that affords the 
opportunity for greatly increased 
employment throughout the gas in- 
dustry and within the Servel organ- 
ization. In my considered opinion, 
its ultimate potential for employ- 
ment and for increased gas sales 
exceeds that of the gas refrigera- 
tor.” 

John K. Knighton, sales manager 
of the gas air conditioning division 
of Servel, after describing the new 
product, explained that the test 
units were installed in various sec- 
tions of the country, where careful 
studies were made on climatic con- 
ditions; living habits of people, 
building regulations and other im- 
portant’ information relating to 
engineering and service. 

Robert J. Canniff, advertising and 
sales promotion manager of Servel, 
in revieWing the proposed postwar 
advertising campaign for all-year 
| gas air conditioning, said a coordi- 
nated program of advertising would 
be employed utilizing key city 
newspapers and magazines, busi- 
ness papers, radio and other chan- 
nels of information. 
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This is the opener in a new campaign 

launched by Kirkman & Son, division of 

Colgate-Palmolive-Peet Co. in 60 news- 

papers of 35 northeastern cities. Ad- 

vertisements of 255 and 400 lines are 

appearing weekly. Newell-Emmett Co. 
is the agency. 


ClO Seeks Voice 
at FCC Hearing 
on Sale of Blue 


Washington, D. C., Aug. 27.—The 
CIO, pointedly attacking the code 
jof the National Association of 
| Broadcasters as a “serious defect in 
| the control and operation” of radio, 
today sought to air its grievances 
at the FCC hearings on the transfer 
of the Blue Network from RCA to 
|Edward J. Noble, former Under 
| Secretary of Commerce and chair- 
man of the board of Life-Savers 
Corporation. The FCC hearing is 
scheduled for Sept. 10. 

Although the union expressed no 
|particular objection to the Blue 
| transfer, Lee Pressman, CIO coun- 
sel, asked FCC for permission to in- 
'tervene so the union might secure 
relief ‘necessary when labor or- 
| ganizations are not permitted either 
| to buy time or to receive free time 
| to put their programs on the air.” 
| The?11-point petition was based Decreases Advertising Gradually 
jon a tuling that labor union pro-| ; 
grams ~ were “controversial” and| Although no one can say at this 
could not be sponsored. Referring| time the extent of the promotion 
to refusal of several stations last| Servel will put behind its air con- 
month to sell time to the United/ditioning unit, in prewar years 
Automobile, Aircraft, Agricultura] | Servel spefit more than a half mil- 
Implement Workers (CIO), the| lion dollars yearly to advertise its 
/}union asserted this decision “to ex-| Electrolux refrigerator. In 1939, 
clude labor from the air” was made|the Servel advertising appropria- 
by individual broadcasters, network | tion was $500,000; in 1940, $495,000; 
owners, or representatives of com-|in 1941, $518,000; while in 1942, 
mercial broadcasters. with no civilian products to sell the 

“In none of these bodies is there | budget dropped to $183,000, with 
representation of the public, in-| $162,000 of this amount going to 
cluding labor, nor is there any ma- | Magazines. 
chinery for appeal or relief from| This year Servel has used a radio 
unfair or discriminatory action of| program but placed comparatively 
the code committee,” the petition | little publication copy. 
continued. Asserting that CIO had; Batten, Barton, Durstine & Os- 
“5,000,000 members with families| born handles the account. 
totaling 20,000,000 — a substantial 
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‘Brownout’ Drive 
Due for Official 
Start in 10 Days 


aid (Continued from Page 1) 
pared by the industry-governm: 
group that is planning national p 
motion of the conservation dr 
Mr. Nelson will explain the obje 
tives, and the necessity for 
program. The seven commodi' 
and services which will be trea 
are electricity, coal, petroleum. 
natural and manufactured gas, 
water, communications and trans- 
portation. 

Assuming that all continues 
schedule, the actual s0-called 
“brownout” drive and associated 
campaigns will get under way in 
mid-September. The campaign 
book covering all seven phases of 
the drive should be cleared by the 
OWI within a week. 


Campaign Entirely Voluntary 


The entire conservation program 
will be on a voluntary basis. Heavy 
advertising schedules by interested 
utilities are expected to bring it to 
the public. 

The campaign for the brownout, 
with its clamp-down on display and 
ornamental lighting, has been ap- 
proved by officials of utility firms. 
The electric companies will assume 
major responsibility for its enforce- 
ment. According to the plan, they 
will promote the brownout wiih 
display copy. In addition, they will 
make personal appeals to mer- 
chants and other sign owners. 

The shortage of coal, oil and 
tungsten is generally given as the 
reason for the campaign. Officials 
point out that 80% of the nation’s 
electricity comes from coal. They 
contend that the danger of coal 
rationing may be averted by the 


mn 


brownout. Tungsten, while not 
scarce as a material, cannot be 
spared for use in non-essential 
fixtures. 


Will Have Two Phases 


The electric conservation part of 
the program works two ways. The 
first phase is a program to make 
the public conscious of wasted 
electricity, and copy devoted to this 
effort will stress the idea of turn- 
ing off unnecessary lights, replacing 
burned yvut bulbs with those using 
lower wattage, turning off the radio 
when not listening, etc. 

The second, or industrial phase, 
calls for a voluntary 10 p. m. black- 
out of all outdoor signs or commer- 
cial illumination, show windows, 
marques and other commercial 
electric installations. Moreover, it 
limits to two hours daily the 
amount of time these fixtures 
should be used. The program fur- 
ther bans all exterior ornamental 
and decorative lighting, and_ calls 
for “elimination of all non-essen- 
tial interior lighting.” 


Masse Promoted 


C. Herbert Masse, a member of 
the WBZ-WBZA sales staff since 
1937, has been promoted to sales 
manager of the New England Wes't- 
stations. He suc- 
ceeds Frank R. Bowes, who has 
been inducted into the Army. 


portion of the listening audience’”— 


the petition said the Blue hearing 
offered ‘‘an opportunity to present 
certain problems of organized 
labor.”’ 

NAB officials said the CIO attack 
was unjustified in view of the 
recent code compliance meeting in 
New York, where members of the 
radio committee of the National 
Council on Freedom from Censor- 
|ship and NAB officials discussed 
“Labor on the Air” for the larger 
part of a two day session. Among 
| those present were Norman Thomas, 
Morris S. Novik, Dr. Paul Lazers- 
feld, and Thomas R. Carscason, 
chairman of the radio committee of 
the American Civil Liberties Union. 
After the session, NAB said, Dr. 
Carscason issued a statement de- 
|claring that American broadcasters 
| provide the same facilities for labor 
|as for any other group. 

CIO said that business and com- 
mercial firms buy radio time not 
only for selling a particular product, 
but to a growing extent for good 
will and institutional advertising. 
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THE ONE BEST WAY 


—is the modern quickest way 


Today, there’s a one best way in everything. 
Faithorn COMPLETE SERVICE offers the best way to 
produce the mechanical requirements of your 
advertising. This service consists of (1) ad-setting, 
(2) engraving and (3) printing, with art work and 
layouts—all under ONE roof. Only ONE contact 
and ONE order necessary. If you are interested 
in securing the best kind of production needs 
at a saving of TIME, MONEY and TROUBLE, the 
time of times to use Faithorn certainly is now! 


THE FAITHORN CORPORATION 


| Although it wished to use radio time 
to solicit memberships and explain 


Ad-Setters @ Engravers e Printers 


labor’s views on public affairs, CIO 
said it, too. wished to offer pro- 
|grams for the purpose of securing 
ithe good will of the community. 


504 Sherman St., Chicago 


Phone Wab. 7820 
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—— F th U d will remain in this countfy and; Mutual Broadcasting System 
atners rge therefore will not see active com-| handled a network broadcast start- 
The Advertisin M k t Pl bat duty, in which case the full| ing at 9:30 as a sustainer. 
g arke ace Not to Drop amount of life insurance would be — 
The rates for this department are as follows: “Help Wanted,” . payante Gesptte & wer Gawe. In WHN Closes Sales Office 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 1 e nsurance other words, the clause would not = - : 
tatives Available,” 30 cents a line, minimum charge $1. Terms apply under such circumstances.” The Chicago sales office of radio 
cash with order. All other classifications (single insertion N York. A 24.—Cautioni station WHN, New York, has been 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. Pinte soggy Marsan * i ae losed. David i h i 
4 fathers who face induction into the All St G closed. avid Stein, who was in 
armed services beginning Oct. 1 not - lar ame charge, has joined the WHN sales 
‘:PRESENTATIVE AVAILABLE ih eae to drop any of their life insurance a force in New York. Chicago agen- 
REPRESENTA" > AVAILABLE _ HELP WANTED — __| because it may be the most valuable Sponsored on Air cies will be contacted directly by 
ent Publishers representative firm with George Williams ; ; the New York office. 
: . _ < . onal - > Se financial asset they own, Julian S. , 
utstanding record that has been es- COMMERCIAL PERSONNEL : . : Chica Au 26.—The all-star neibslahendistepaii 
rs ‘plished over 45 years with office| Advertising & Publishing Positions | Myrick, second vice-president of 80, g. ape ali-sta : 
@, cated in New York and Chicago is|200 S. State St. — Chicago, m.| the Mutual Life Insurance Company | football game, one of the most suc- | Nordloh Joins Agency 
Jec~ Ww — Fanless pre news-|MANAGING EDITOR WANTED.|of New York, said here recently| cessful sports promotions of the oat OC Mateo to i 
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Les Box 4276, ADVERTISING AGE, portunity for the roht ma tat oP |sued prior to Pearl Harbor contain|over the radio last night for the i ye ® "Moline TI. has toined 
ated 100 E. Ohio St., Chicago, 11 with a publication that will boom|/either a limited war clause or no} first time in the history of the 3 pean: Paar t pe A 
um PUBLISHER’S REPRESENTATIVE— |after the war. Knowledge of mechan ; the staff of Klau-Van Pietersom- 
Mm, ; as ie eens! ¥ &— | atte ar, | an- | war clause at all. event. The college stars beat the : : 
4s successful space salesman, with years |ical and scientific subjects very help- : : : Dunlap Associates, Milwaukee 
. " f experience, interested in represent-|ful, but not absolutely necessary. In event of death More than six | pro champions, the : Washington agency. 
ae ng trade or general publication or| Please tell us all about yourself: ex-|Mmonths after returning to  the| Redskins, by the lop-sided score of 
ewapaaee ee ee on mestern Sea- ——, marriage _ draft saree, United States from injuries received | 27-7. 
- Shox 4279, ADVERTISING AGE,  |salary expected,“ !°™ Jin military or naval service abroad,| Pabst Brewing Company  spon- | egeeeeessysssseseseseesss 
ilied 330 W. 42na St., New York City, 18 Box 4282, ADVERTISING AGE, the full face amount still is payable| sored the broadcast over WGN, the 
ated ——= kU... 2 __100 E, Ohio St., Chicago 11 under most war clauses, asserted| Chicago Tribune _ station, which COPYWRITER 
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foo SALES COURSE WRITER ganization and to customers, and for|1. “It seems probable at the mom-| Cincinnati, whose agency is Hugo ‘ ‘ 
L ap- Man, experienced, dynamic sales|important employee relations activi- | ent,” he declared, “that most fathers| Wagenseil & Associates, Dayton. IIIT 
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+ coal ence confidential. = i “' a 
‘ Box 4271, ADVERTISING AGE, COPY WRITER—2 yrs. exper ames in Be 
y the 100 E. ‘Ohio St., Chicago 11 newspaper and mail order copy ave os 
> not — gE eee sold space and done general promo- f 
ARTIST—LAYOUT MAN tional work. Possess working knowl- 
ot be Wanted by fast growing Midwest In-|edge of layout and am familiar with r i 
sential dustrial Agency. Permanent position/art techniques and production. Last 
with every opportunity to grow with| position was as assistant to advertis- 
Agency. Ideal working conditions.|ing manager. 
| Write fully. Send representative Box 4287, ADVERTISING AGE, 
samples. State salary desired. Give 100 E. Ohio St., Chicago 11 
art of draft status. ai ~ ADVERTISING AND 
. The B00 ADVERTISING AGE, SALES PROMOTION MANAGER 
make 100 E. Ohio St., Chicago 11 ___| gnirt sleeve executive with record of 
+t a proven ability in national markets. 
waste Known as an “idea” man with un- 
to this Position open with industrial publi-| usual merchandising ability. Com- 
. turn- cation to sell advertising in Ohio ter- —_ pe pte 2 ed Lg howe mend ~ 
. ; » . “ . ’ . phases 0 stribution, advertising an 
placing ritory. Must have car. State previous promotion, Capable of directing large 
> using experience, age and references. department or working with agency. 
e radio thin eat ndaies fs Now employed but company not 
Box 4275, ADVERTISING AGE, conscious of need for post-war plan- 
h 100 E. Ohio St., Chicago 11 ning. Interested in permanent posi- } : acre 
phase, tion with aggressive company. pI AT he coh oe el okt SB Ae fos ornes - 
977 rE Gog ee ~< Okt pet oso So Seige 
black- —__—_-—____—__— pee ‘Ohio St. Chicago 11” eS Nt Foes sane ae Fs eit one er: er , 
. . € ‘ “ Ly en Fins Wes : ye ’ 4 yd ov] 
Se RETAIL ADVERTISING LAWYER, specialist in advertising Wy oo fie Piel? ii 
nCows, DEPARTMENT law, familiar with FTC and court rul- , af > : ée 
mercial ® eethems a iii = ings and their application to adver- aie 
ver, it o patna men Ane Saae tising copy writing, also nationally ‘4 
ly the retail’ advertising “backeround to (KNOWN as writer on’ advertising law, 
- . * : ; “ s available for position as house at- 
fixtures handle planning and merchandis- torney with large agency or adver- id e 
um fur- ing of advertising. Must have had tiser willing to pay substantial salary 
3 close contact with merchandise to man of unusual background and 
amental from a sales promotion standpoint. ability 
id calis The man we seek might be a mer- Box 4253, ADVERTISING AGE 
1-essen- chandise man with a retail adver- 100 E. Ohio St.. Chicago 11 — 
tising background. Excellent pres- |————— - 
ent and post-war opportunity. A skilled commercial artist desires 
Box 4285, ADVERTISING AGE free lance work-lettering, spots gen- 

100 E. ‘Ohio St., Chicago 11 a nr oe Te owinee During the first half of 1943, HOSPITAL MANAGE- 
ioe of COPYWRITER with production and|'° Pee" joss ADVERTISING AGE, MENT gained 30 per cent in advertising volume as com- 
=~ executive ability. Midwest advertis- __ 100 E. Ohio St., Chicago, 11 . OAo ‘ ‘ 
ff sin: ing agency serving national accounts. ———— : pared with 1942—the largest gain made by any publica- 

to sales Wonderful opportunity to go with ~~ REPRESENTATIVE WANTED ? . : : , ‘i See, 
d West- growing agency. Give details, age,|New York representation open for tion in the field. All of the hospital publications showed 
Te suc- reterences, draft status in first letter.|jong established monthly publication ‘ ; ip ; 
; Box 4270, ADVERTISING AGE, with half million rural circulation. increases 1n volume, due to the importance and activity ot 
vho has 100 E. Ohio St., Chicago, 11 Will consider either individual or ’ eet Lae 
ny. Wanted: General Manager general | firm. Commissions substantial at start this great institutional market, but no other magazine ap- 
— k publishing concern. Must have |0n business now in hand with excel- : , <T 
thorough knowledge fiction, non-fic-|lent possibilities for development proached the rate of gain established by HOSPITAL 
— tion, and technical books. Must be|meW accounts. This is much better , van .ATM 
| ible to supervise and coordinate edi- than average opportunity _— _ MANAGEM EN r. 
| il, sales, production, and promo- Box 4274, ADVERTISING AGE, 
departments. Brilliant opportun- —— E. Ohio St., Chicago, 11 = 
: | aoe ——. poe. — + med ee any ry ee wala Mane During that period 37 new advertisers entered the pages 
ea é on, iterests, experience, ade publicatio 1 gooc eid, Many . 
| respondence consQentiel 45 | eee Teraished. sma AGE. HOSPITAL MANAGEMENT. The trend of adver- 
y 100 E. Ohio St., Chicago 11 330 W. 42nd St., New York City, 18 tisers toward this magazine, which combines thorough 
Gets New Account women’s magazines, grocery papers news coverage with authoritative technical information, 
9: \merican Molasses Company ae Sens CES penne. shows that advertisers are discovering what readers al- 
. v York, has appointed McCann- ready knew—that HOSPITAL MANAGEMENT is the 
ickson to handle its advertising. “sires eo : : 
ur Acvertising plans currently bone Names Kotula Company livest publication in the field. 
3, formulated call for a campaign in| Slatington Machine Tool Com- 
pany, Slatington, Pa., manufacturer aw wa oive vou the detatie? 
nd |of machine tools and parts for the =ay We Be yv aC GCUAIS . 
set MARKET RESEARCH aviation industry, has appointed the 
Kotula Advertising, New York, to 
ed direct its advertising. Business 
d An old established market re- | papers and direct mail will be used. 
as search organization in Western 
he New York, is interested in co- 
operating with established local . ° 
market research organizations Whelan Buys Radio Time 
yw! in other areas. Object is na- , 
tional coverage for clients of Whelan Drug Stores Company, 
couperating, research organion- |New York, has purchased its first 
ons, rite for complete de- : : : “ ri 
N | tails of this mutually beneficial ee Se at awed gare heer gl — 
— pian. -W 4 100 E Ohi . en ry 9 > 
- be io Street 330 W. 42nd St. 
rs Acccciated Market Station WOV, New York, effective 
— Research Aug. 23, as sponsor of the Alan CHICAGO NEW YORK 
20 Brisbane Building Courtney “1280 Club,” heard six 
Buffalo 3, New York : “ : ‘ , , 
times weekly. Neff-Rogow, New The only Hospital publication which 
York, is the agency handling the - . * 
ul account. is a member of both the ABC & ABP 
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“INFORMATION PLEASE. 
UNCLE DUDLEY- 


_ I’ve got some cuckoo facts 
on hand...’ 


9 


Writes Nephew JOHN KIERAN — radio star, sports expert. 
and ornithologist of note, who said the other day... 


The report is that there is an abundance of cuckoos in 
our neighborhood this year. It must be added hastily that 
the report does not come from psychiatrists, but from orni- 
thologists. Consequently there is no cause for alarm. On 
the contrary, it’s good to have plenty of cuckoos flitting 
through the groves and along the fringes of our fields. They 
are our only native birds that seem to relish a hearty meal 
of tent caterpillars. 


Observant citizens may have noticed that there are an- 
nual variations in the abundance or scarcity of the various 
forms of life around us. Some years we find an unusual 
abundance of orioles, blackberries, butter beans, apple tree 
borers, vacuum cleaner salesmen and magazine venders 
who are working their way through college. Other years 
will produce an abundance of woodpeckers, peaches, egg- 
plant, butternuts, women in slacks, homicides, insurance 
agents and Japanese beetles. 


One year the wheat is wonderful and the next year about 
half the crop is blighted. One year we have no apples worth 
mentioning and the next Autumn the trees produce so 
many that the market is swamped and many are left in the 
orchard to the great detriment of rural morality and the 
milk business. The cows eat large quantities of them and 
thereby grow drunk and disorderly on the cider they grind 
out of such treacherous fodder. 


But to return to the cuckoos, of which we appear to have 
a welcome abundance this year, the subject was mentioned 


~~ 


in a conversation across the Atlantic recently. We were 
talking back and forth — three of us in New York and 
three in London, courtesy of the British Broadcasting 
Corporation — and one of the chaps in London — a British 
soldier just back from the North Africa show — said that 
one of the lovely sounds that greeted his ears when he 
reached his native heath was the familiar call of the cuckoo. 
Whereat he unblushingly quoted the first two lines of the 
oldest song — words and music — of English record: 


Sumer is icumen in, 
Lhude sing cuccu! 


For all that their cuckoo is a favorite bird among English 
poets (see Shakespeare, Wordsworth et al), it has shame- 
less morals. It never builds a nest of its own. It foists its 
eggs on the other birds for the hatching and lets foster- 
parents raise the cuckoo brood. Our cow-bird has that same 
shameless trick over here, but our cuckoo, not as famed in 
song as its European cousin, is of stainless moral character, 
building its own home and rearing its own young with 
loving care. 


fe 
t 


ibove are excerpts from one of a series of articles by John Kieran, appearing — exclusively in Boston — in The Boston Globe 


The Boston Globe 


Merning + Evening - Sunday 


YOUR ADVERTISING 


WILL 


BE BETTER 


READ IN T 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the miajority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe.’ ” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comment. Here are just a few members of 
Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest LinpLtey ¢ Heten Lom- 
BARD @ Ernie Pyce ¢ Water Lippmann ¢ WituiaMm H. 
STONEMAN © Joun LarpNer ¢ Jay FRANKLIN ¢ JOHN 
Barry « Potty Wesster ¢ Dorotuy Hittyver « Henry 
Harris ¢ Harotp Putnam ¢ Satrty Stuart ¢ Georce 
ANTHEIL ¢ ANN Dean ¢ Orro ZausMER ¢ JOHN STEIN- 
Beck @¢ Samuet Grartron ¢ Epcar ANset Mowrer ¢ 
Georce Wetter « Newt Gites ¢ Rosert J. Casey ¢ 
Jerry Nason ¢ Paut Guaut ¢ Henry McLemore ¢ 
Hevcen Kirkpatrick ¢ Ricuarp Mowrner « A. T. STEELE 
e Letanp Stowe ¢ ALLEN Haypen ¢ Waverty Roor 
« Carntyte Hott «¢ Dororny Dix ¢ Emity Post ¢ Nat 
A. Barrows ¢ Louts M. Lyons ¢ James Morncan ¢ CHARLES 
Merritt ¢ James Powers ¢ Eart Banner ¢ Ext Cur- 
BERTSON ¢ GRANTLAND Rice ¢ Harotp Kasse ¢ 
Fiercuer Pratt ¢ Josern F. DinNEEN ¢ JoHN GUNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 


United Press 


*Exclusively, in Boston, in Tue Boston GLOBE 
BEST READ NEWSPAPER 
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Advertising Age, August 30, 1943 


TRUE TO LIFE LOOKS AHEAD TO TOMORROW 


43 


REVIEW OF 
we Ween | 


TREASURY MESSAGE TO BONDHOLDERS 


Suppers. © perstroeper dropped in... ter lunch 


Fthbin 


This General Mills advertisement, pre- 
pared by BBDO, featuring a purely fic- 


tional Pvt. Joe Williams of Texas, came Disney illustrations for ‘Victory Through Air Power,” the de Seversky opus, dom- 
to life unexpectedly when G-M execu- inate the new series for Adel Precision Products Corp., Burbank, Cal., scheduled 
tives received a letter from Pvt. Joe for a list of general magazines starting with September issues. (See letter on 
Williams, a paratrooper, whose name, Page 20.) 


home state and other details clicked 

with those in the advertisement. The 

real life paratrooper received a letter STUDY COAST'S WAR AD PROBLEMS 

and an autographed proof of the ad 

from G-M President Harry Bullis, plus a 
$25 war bond. 


FOR ARMY COOKS 


SAY UNCLE 


4 me. ’ Those little gobs of gooey grease 
" i. In the ‘tiap’ below your sink 
‘ i . : t ‘ Will help to lick the Nipponese 

“ : : o And make Der Fuehrer really stink 


Chester J. La Roche, center, chairman of the War Advertising Council, con- 
ferred with West Coast advertising leaders recently on war advertising problems 
affecting that section. Among those in on the conferences were Russell Eller, 
left, advertising manager, California Fruit Growers Exchange, and Maurice W. 
Heaton, right, vice-president, Williams, Lawrence & Cresmer and president of 
This three-color lithographed poster is the Pacific Advertising Association. 

* publi ritsement * one of a pair being distributed to Army 

YOUR NAME HERI kitchens in the Sixth Service Command 


area. Designed by H. G. McEndree of GIFT BOX DISPLAYS FOR CHAMOIS 


Fogarty-Jordan-Phelps Co., Chicago, the 


Although several individual advertisers have used space appealing to the public posters are a contribution of one of the 
not to cash in war bonds, this is the first Treasury Department copy designed for agency's clients who is hiding his light 
the purpose. It will appear in October issues of general magazines. under a bushel of anonymity. 


HUMOR IN NEW SOHIO POSTERS 


Developed for holiday selling are these new chamois skin gift packages produced 
for James H. Rhodes & Co., Chicago. A die-cut window provides a view of the 
FOR Y U x UNTRY product without opening the package, and the red and green wreath, which gives 


the Christmas air, may be detached, making the display box an all-year item. 


SPIRITUAL PLANS IN HYMNAL COPY 


, ° - 
‘ . Wt nf hn ny (om i¢ Jlom ty STAY 


Sen Ute ia 


OST: WAR PLANS v 


“ 


oe ee) ‘ a 


MOTOR OIL = go 


. 
| only 25 ot plus rores 


“'caeo 44 marmorws a . - g 
| Examples of a new approach to hymnal advertising scheduled to break in Sep 
> andard Oil Co. of Ohig, @ consistent winner among the “hundred best’ in outdoor advertising exhibitions, plans to enter tember issues of a lona list of religious publications are these advertisements 
se two in the next annual exhibit. The “apple” poster, now appearing, and the bewildered woman trying to cere for for Hope Publishing Co. and Tabernacle Publishing Co., prepared by Jewell F. 


— her car for her country were painted by Howard Scott. McCann-Erickson Cleveland, is the agency. Stevens Co., Chicago. 
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the Sun sells* 


Pomily for family, Sun readers don’t own more dogs than 
the readers of any other metropolitan paper. Man for man 
they're no fonder of dogs. 

Unit for unit they're not any wealthier! 

Yet our dog food advertisers have consistently advertised 
their product in The Sun because: 


THE SUN gives results — 


j _ out of all proportion to 
its circulation and cost 


What's the connecting link? Why does The Sun move dog 
food? 

For exactly the same reason that The Sun sells cosmetics, 
beverages, women’s furs and fol-de-rols; cereals and drugs; 
hardware, cleansers and scores of other lines of merchandise 
advertised in its pages. 

The Sun sells dog food because Sun readers are sold solidly on 
The Sun! 

They respect the editorial fairness of The Sun .. . as soon as 
they open the paper, they're in a receptive mood, a mood to 
believe and respond! 

And we have proof upon proof that this attitude influences 


their reading of the ads no less than the news columns and 


al, 


‘dog food 


editorial pages. Our representatives will be happy to give you 
specific Sun success stories in yours and related fields. 


The many advertisers who found this out—early in The 
Sun's career—have continued to buy space in The Sun. And 
The Sun continues to sell. 


Isn't it time to take advantage of the new newspaper situa- 
tion in Chicago? 


1 You need The Sun in any newspaper combination to cover 
Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous impact 
against America’s No. 2 market with a relatively small expend- 
iture. Actually—you can sell it for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper —— 


THE CHICAGO SUN 


sells 


THE BRANHAM COMPANY, National Representatives: Atlanta, Char- 
lotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, 
New York, St. Louis, San Francisco, Seattle. 
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